D-F-S Top Agency 
Again in AM-TV 
Network Billings 


New York, Jan. 14—According 
to figures made available by the 
leading networks, Dancer-Fitz- 


gerald-Sample once again led all. 
agencies in radio-TV billings in| 


1952. 

The figures released to AA by 
D-F-S show the agency had gross 
network billings of $25,917,011 for 
the year, compared to its 1951 fig- 
ure of $21,334,172. D-F-S has been 
the perennial agency leader in 
network broadcast billings. 

The leading agencies, with their 
gross billings for 1952, are: 


1. Dancer-Fitzgerald- 

ee $25,917,011 
2. Young & Rubicam . 17,204,389 
3. Benton & Bowles .. 17,073,135 
4. Batten, Barton, Dur- 

stine & Osborn .. 16,542,112 
5. William Esty Co. .. 16,262,673 
6. J. Walter Thomp- 

re 12,636,196 
7. Leo Burnett Co. ... 9,722,691 
eae 9,508,410 
9. Foote, Cone & 

re 8,645,611 
10. Compton Adver- 

Es Ning wg 4K 8:8 7,262,490 
11. Cunningham & 

. err 6,940,156 
12. Geoffrey Wade 

Advertising .. 6,729,178 
13. Needham, Louis & 

hl say 4.8 5,938,072 
14. Kudner Agency ... 5,815,439 
15. Lennen & Newell... 5,757,837 


Figures are for time expendi- 
tures only. 
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THE NATIONAL NEWSPAPER OF MARKETING | 


“Mighty Metro’ 
Can Claim Title 
to Highest Rate 


New York, Jan. 16—What’s the 
top advertising medium in terms 
of cost? 


Metropolitan Sunday Newspa- 


/pers (or Mighty Metro) seems to 


have undisputed title in the pub- 
lications field. When its new rate 
card became effective on Jan. 4, it 
cost $31,320 for a full page in one 
color in 22 basic cities, $38,700 for 
a four-color page, $62,640 for a 
b&w spread, and $77,540 for a 
four-color spread. 

This Week Magazine will get 
$27,240 for a b&w page, effective 
Feb. 1. A four-color page will cost 
$33,155 and a four-color center 
spread will run $66,310. Rates for 
the same units in The American 
Weekly are $23,000 for a b&w page, 
$28,250 for a four-color page and 
$56,500 for a four-color spread. 
Parade gets $13,250 for a b&w 
page, $16,625 for a four-color page 
and $32,675 for a four-color center 
spread. 


s Life, which carries more dollars 
in advertising than any other mag- 
azine, gets $19,200 for a b&w page, 
$28,000 for a four-color page, and 
its spreads cost $37,248 for the 
b&w, $56,066 for four-color. 

The Saturday Evening Post, ef- 
fective April 4, will get $14,670 
for « b&w page, $21,785 for a four- 
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~NEW Easy way to clean 
rostly kitchen equipment! | 


a= Magic blend of detergents and wax 


» 


t 


JUBILEE—S. C. Johnson & Son’s new Jubi- 
lee kitchen wax will be promoted on AM 
and TV this week, with this ad following 
in February issues of five magazines. Need- 
ham, Louis & Brorby is the agency. 


color page, and spreads will cost 
$29,340 and $43,570 for four-color. 

Outdoor Advertising Inc. said 
there are no comparable figures 
for outdoor. 

In television and radio, the fig- 
ures are comparable, but are con- 
siderably altered because of the 
complicated schedule of discounts 
an advertiser buying a full net 
would get. 


@ On a purely dollars-and-cents 
basis, television’s cost looks like 
this. CBS Television’s latest price 
sheet shows 75 stations (if you can 


(Continued on Page 70) 


Second of a Series on ‘Everybody's Business’... 


Techniques Used by Industry 


Money-Saving Equipment Is Beginning to Appear, 
But Personnel and Public Relations Are Antiquated 


By Stanley Cohen : 

WASHINGTON, Jan. 15—Jesse Donaldson likes to describe the Post 
Office Department as “the nation’s biggest business.” Yet the man- 
agers of this “business’—hardworking and devoted beyond question— 
find it hard to recognize that new methods which make money for 
private industry have their place in the postal service. 

Until three years ago, the Post Office—which spends $2,822,000,000, 
employs 500,000 people and transports 50 billion pieces of mail a 
year—had no centrally organized research program. In the personnel 


field, despite a clear blueprint for action from the Hoover Commission, | 


it is fumbling along relearning by itself fundamental techniques which 
were long ago pioneered and perfected in private business. And this 
agency, which deals with 158,000,000 people and has sales of nearly 


$2,153,000,000, stubbornly insists 


it has no need for professionally 


directed policies of information, public relations and advertising. 


From the record, it seems amply 
clear that even today the depart- 
ment would be without a centrally 
organized research program were 
it not for needling py the House 
post office committee. Long be- 
fore the Hoover Commission con- 
firmed the diagnosis, the House 
postal committee hired engineers 
to survey typical big post offices. 
The House group said at least 
$50,000,000 could be saved through 
improved methods, and it followed 


up its report by introducing legis- 
lation establishing a special re- 
search unit to organize and stimu- 
late the development of new ideas. 


ws When this proposed legislation 
was submitted to the department 
for comment, the committee got 
little encouragement. The depart- 
ment took the position that the 


(Continued on Page 46) 


Post Office Is Slow to Adopt 


Chevrolet Grows More Taciturn as... 


Ford Officials Say They're Sure 
Fords Will Pass Competitors in ‘53 


Chicagoans See a 
New Instant Coffee 
and Instant Maker 


CuHicaco, Jan. 14—It’s beginning 
to look like a pot of coffee is old 
old hat. 

In addition to the powdered and 
liquid coffee concentrates already 
on the market, two new products 
to outdate the coffee pot were in- 
troduced here this week. (There 
was also Chicago news for coffee 
drinkers in Pream’s introducing; 
see Page 3.) 

W. F. MeLaughlin & Co. is in- 
troducing its powdered Manor 
House instant coffee via news- 
papers and television (see Page 3), 
and Popeil Bros. has brought forth 
a new “cold water coffee concen- 
trator” called the Delex. 


# Delex, it turns out, is something 
of a compromise between the in- 
stant coffee introduced to date and 
the old fashioned kind. It is a gad- 
get which makes instant coffee 
from any brand of ground coffee. 
To make the extract, the Delex is 
filled with a pound of fresh coffee 
and cold water and then left to 
stand over night. The liquid is then 
strained and is ready to mix with 
hot water “for the best cup of cof- 
fee you’ve ever tasted.” The meth- 
od is said to produce 40 to 50 cups 
of coffee per pound of grounds. 
Popeil Bros., which manufac- 
tures a variety of housewares, is 
introducing the Delex to the trade 
this month via ads in Retailing 
Daily and with heavy promotion 
during the National Housewares 
Show this week. The Popeil booth 
(Continued on Page 4) 


Last Minute News Flashes 


Triangle Publications Buys ‘TV Guide’ 

New York, Jan. 16—Triangle Publications has bought TV Guide 
and is negotiating with the publishers of TV Digest, Philadelphia, and 
TV Forecast, Chicago. New business manager of the publication will 
be Roger W. Clipp, now general manager of WFIL, Philadelphia. 


Buchanan Chicago Accounts Go to Potter 


Cuicaco, Jan. 16—Buchanan & 


Co.’s office here has closed and 


Robert E. Potter Sr., v.p., has formed his own agency, Robertson Pot- 
ter Co., at 75 E. Wacker Dr. Accounts formerly serviced by Buchanan 


will be handled by the new company. 


Olivetti Switches from Caples to Geyer 


NEw York, Jan. 16—Olivetti Corp. of America, New York maker 
of electrical printing calculators, has switched its account from Caples 


Co. to Geyer Advertising. 


Mott to Join Hearst Advertising Service 

NEw York, Jan. 16—Gilbert E. Mott, last with the sales promotion 
department of Oberly & Newell Lithograph Corp. as a v.p., will join 
Hearst Advertising Service Jan. 26 as promotion manager. Mr. Mott 
was previously promotion head of The American Weekly. 


Crosley Names Weaver Radio-TV Ad Manager 


CINCINNATI, Jan. 16—Crosley division of Avco Mfg. Corp. has named 
John G. Weaver manager of advertising and sales promotion for tele- 
vision and radio. Mr. Weaver has been a product manager for Swift 
& Co., Chicago, in charge of Swift ice cream, canned meats and peanut 


butter. 


(Additional News Flashes on Page 71) 


By Miller Hollingsworth 

Detrolt, Jan. 15—Somewnat like 
a boxer in training for a showdown 
bout with the champ, the Ford 
Motor Co. is now ready for its 
knockdown, drag out sales battle 
'to grab the lower-priced lead from 
Chevrolet. 

The training or preparation has 
been neither easy nor cheap. Since 
World War II, when the control of 
Ford’s mighty empire passed into 
the hands ef Henry Ford II, the 

|;company has spent more than a 
| billion dollars to expand and mod- 
| ernize its colossal operations. 

| All of the development was 
| planned to take the offensive with 
a return to free competition when 
Ford envisions an expanded 
economy beyond the_ wildest 
dreams of just a few years ago. 


® To wage this offense for top 
sales position among the world’s 
automobile manufacturers, Ford 
has overhauled and strengthened 
its organization from top to bot- 
tom, revising policy to meet com- 
petitive conditions. 

Ernest Breech, executive v.p., 
who was given the green light six 
years ago to reorganize Ford In- 
dustries, explained the achieve- 
ments. “It used to be said at Ford’s, 
tomorrow meets today. But today 
is past history at Ford Motor Co. 
We're living four years ahead.” 

Breech admits that, when the 

(Continued on Page 70) 


Paper-Mate Pens to 
Get $250,000 Blitz 
Drive in Chicago 


Cuicaco, Jan. 15—Paper-Mate 
Co., Culver City, Cal., will spend 
$250,000 here during a 45-day pe- 
riod beginning Jan. 19 in the big- 
gest blitz campaign of this nature 
it has ever undertaken. Its goal is 
to sell 1,500,000 of its “‘banker-ap- 
proved” ball-point pens. Smaller 
drives have already been tried out 
successfully in New York and Los 
Angeles. 

Placed through Erwin, Wasey & 
Co., schedules call for $150,000 to 
be spent in newspapers, $50,000 
for TV spots and $28,500 for radio 
announcements. The remainder of 
the budget will go toward in-store 
promotions. 


| @ Features of the pen to be played 
up are a secret formula ink in the 
pen which is permanent, having 
received the approval of more than 
7,000 banks, but which will wash 
off hands and out of clothes. An- 
other feature is that the point is 

| retractable, working with a push- 

| button mechanism. 

Loop department stores and city- 
wide drug chains and variety and 
stationery stores are cooperating 
with Paper-Mate in the drive. 

Paper-Mate, which began in 
1949, estimates its 1953 sales will 
exceed 24,000,000 pens and that it 
“now has 50% of the national pen 
market.” 
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N. Y. State Newspaper Publishers 
Urged to Do Better Merchandising 


Tie-In Advertising Is 
One of the Best Ways, 
According to Survey 


Syracuse, Jan. 13—Newspaper 
merchandising, especially in the 
form of tie-in advertising, got a 
strong plug at the opening sessions 
of the New York State Publishers 
Assn. winter convention. 


5. Decline to perform functions 
such as selling, paying bills or 
other services which advertisers 
‘should do, or can do better. 
| Although excessive requests 


have led to costly waste by news-. 


‘papers, Mr. Harris told the pub- 


‘lishers not to be aroused by ad-. 


vertising agency requests, because 
‘agencies have found that the more 
they ask for, the more they get. 


Russell C. Harris, national ad-| 


vertising manager of the Buffalo 
Courier-Express and chairman of 
the merchandising panel, told the 
group that other media are taking 
millions away from newspapers 
because the latter are not mer- 
chandising properly. 

To many publishers, 
merchandising has come to mean 
expense, nuisance and giveaways, 
when it should mean an opportu- 
nity to promote a market, a paper 
and advertising. 


® Giving details of a recently com- 
pleted survey involving 300 ques- 
tionnaire replies, Mr. Harris said 
that a large percentage of the re- 
spondents advocated tie-in adver- 
tising as one of the best forms of 
merchandising. 

A majority said general adver- 
tising, because of its higher rate 
and lower production costs, is en- 
titled to something extra in the 
form of merchandising. Functions 
of a good merchandising depart- 
ment, as outlined by the survey, 
should be: 


1. Study and know the local 
market. 

2. Furnish information to poten- 
tial advertisers. 

3. Educate dealers to advertis- 
ing opportunities. 

4. Supply data to manufacturers’ 
salesmen. 


he said, | 


® Prospere S. Virden, president of 
the Virden Co., Syracuse merchan- 
dising counselor, advised national 
advertisers to get distribution, 
‘consumer reaction and volume 
‘business before going into a na- 
‘tional ad campaign. 

Based on the experiences of his 
company in the food field, Mr. 
Virden gave the following pointers 
to manufacturers entering a new 
market: 


ucts. 


competitors. : 
3. Allocate funds for 
tive advertising. 
When a manufacturer feels big 
enough for a national campaign, 
he should so notify his retailers 


coopera- 


vertising, Mr. 
urged space salesmen to come ful- 
ly supplied with mats when mak- 
ing their calls and suggested that 
papers employ a merchandising 
man to call on local stores for 
tie-ins. 


® Discussing the subject from an 
lagency man’s point of view, Ar- 
‘nold T. Bowden, v.p. of Flack 
Advertising, Syracuse, gave a brief 
|Sketch of the rise of one of the 


(Continued on Page 6) 


‘Advertising Requirements’ Bows; 
Has 15 Departments, 40 Pages of Ads 


Cuicaco, Jan. 15—The first is- 
sue of Advertising Requirements, 
the new magazine of production, 
promotion and merchandising, 
which joins ADVERTISING AGE and 
Industrial Marketing in the group 
of advertising and marketing 
journals of Advertising Publica- 
tions Inc., is now on the press, 
scheduled for publication Jan. 20. 
It carries a February dateline. 

The initial number of the pub- 
lication consists of 100 pages, with 
editorial material carried in 15 
specialized departments, plus oth- 
er features. Eighty-eight adver- 
tisers are represented in the issue, 
accounting for approximately 40 
pages of space. 


s Some notable contributors have 
helped to make the inauguration 
of Advertising Requirements a 
success. Robert M. Gray, manager 
of advertising and sales promotion 
of Esso Standard Oil Co., is the 
author of the lead article, “What 
Do Admen Buy?” in which he ex- 


plains the wide range of products | 
and services needed to maintain | 
a full-fledged promotion program 


such as that of Esso. 


W. H. Roberts, Eastman Kodak 


Co., contributes the feature article 
to the Photoengraving and Plate- 


making section, discussing “Duo- | 


Process 
being 


from Four-Color 
the illustrations 


tones 
Piates,” 


shown in two colors. Other func-| 


tional uses of color are employed 
throughout the magazine. 

Paul Smith, v.p. of Calkins & 
Holden, 
Smith, kicks off discussions in the 
Art and Photography section with 
a penetrating analysis of “Ten 
Ways to Stretch Your Art Budget.” 

William B. Dixey, merchandis- 


Carlock, McClinton & 


ing manager, Trumbull Electric, 
gives direct advertisers some good 
pointers in a highly practical ar- 
ticle on “The Magic Plate That 
Solved a Direct Mail Headache.” 


® Paul 
Tire & Rubber Co., does an author- 
itative article for the Signs and 
| Identification Materials section on 
“Seven Basics of Sign Design,” a 
field in which he has won re- 
markable recognition. 

Other departments which carry 
special features, a new product in- 
formation and _ descriptions of 
available literature, are devoted to 
Premiums, Prizes and Specialties; 
Window and Store Displays; Ty- 


Aids; 
Sampling and Couponing; Shows 


| ices. 

|m One of the most popular fea- 
tures of the book promises to be a 
department on “How I Solved It.” 
Half a dozen admen contribute 
/new ideas and practical short cuts 
to this department in the first is- 
sue. 

The distribution of Advertising 
Requirements has been increased 
to 21,000, largely because of the 
heavy initial subscription demand. 
Nearly 6,000 subscriptions were 
entered prior to the closing of the 
first issue. The subscription price 
is $3 a year. 

S. R. Bernstein is editorial di- 
rector of the magazine, with Dick 
Hodgson as managing editor and 
Tom Raki as art director. Jack 
Johnson is advertising sales mana- 
ger. 


2. Keep quality comparable to. 
is still holding its own as the prin- | 


and then solicit local tie-in ad-| 
Virden said. He 


|major networks transmitting 135% 


R. Fritsch, of Goodyear | 


Vining to General Sales Head 


pography and Layout; Radio and) 
TV Production; Audio and Visual | ¢ 
Labeling and Packaging; — 


and Exhibits; Printing and Bind- | © 
| ing; Paper, and Professional Serv-_ 


as Top Originating 


1. Keep prices about 1¢ under 
the average for competing prod-. 


| sales promotion director for House | 


Scrapple 


eWILADELPy 


Advertising Age, January 19, 


Award 


PUBLIC RELATIONS usr 


Sullenly Prewnied To A.J LIEBLING for Certain Regretiable Joke, Jile, Quipe 
And Unsenily Reflection On The Subjat Of Philadelpbia, As Hereunto Notad: 


WHEREAS. On The bith Dey Of Genuber, 1952 bn The New Yorker Magazme—A J LIEB 
LING Did Depose The: Philadeiphiane Ave Always Ferting “Pu Up ~ and WHEREAS 


Your Tree, Crumed Phitadeiphas be Seideen “Put Ups” Bur Shows Gree Skill And Delghe 
fe“ Pumng Upon” Others Therefore Be ty Otficrelly Unceeed Thar A} LIE BLING Mabe 
unable Amends By Bresktasung in Penaem Hume, On Sc repple Bach Day For Ten (on 
secvere Daye, Prowided Thar The Offense by Soe Repesed. Under Penalty OF Pepperpe: Soup 


Bond Hie gpian 


in aes Ree ae 


LIEBLING S REWARD—This award was “‘sulienly presented” to A. J. Liebling, New 
Yorker writer, by the Philadelphia Public Relations Assn. 


New York Continues 


Point for Net TV 


New York, Jan. 15—New York 


cipal originating point for network 
TV fare. 

Latest analysis on this East vs. 
West vs. Midwest battle comes 
from Ross Reports on Television, 
with a report on program origina- 
tion for the week of Jan. 11-17. 

The Ross count shows the four 


hours of live and film program- 
ming (122% live) from New 
York. (This figure is inflated 
somewhat by the inclusion of 
shows which are filmed in Holly- 
wood but fed to stations on the 
cable from New York.) 

The week’s total from Los An- 
geles was put at 19 hours (11 live). 


® Others: Chicago, 18 hours (17 
live); Washington, 6% hours (all 
live); Philadelphia, seven hours 
(4% live), and Cincinnati, five 
hours (all live). Wrestling makes 
up a large portion of the Chicago 
fare. 


National Broadcasting Co. leads 
the field in the breakdown on 
weekly program service to the af- 
filiates by the four major net- 
works as follows: NBC, 69% hours 
of programming (56% live); CBS, 
613%, hours (53% live); DuMont, 
32%, hours (31% live); ABC, 28% 
hours (16% live). 


Bond Crown & Cork Promotes 


Bond Crown & Cork Co., New 
York, a wholly owned subsidiary 
of Continental Can Co., New York, 
has promoted Al- 
len B. Vining to 
general sales 
manager. He has 
been district sales 
manager of west- 
ern operations. 

Mr. Vining 
joined Bond in 
1926, and 15 years 
ago was sent to 
the West Coast to 
establish the 
company’s first 
manufacturing 
and sales operation in that area. 
He has been manager, v.p. and 
general manager of the coast divi- 
sion. He was named district sales | 
manager in 1944, when Bond be-} 
came a Continental subsidiary. 


Allen P. Vining 


| 


Weaver Opens Texas Office 


Weaver Inc., Atlanta publishers’ 
representative, has opened a 
branch office at Tyler, Tex., to 
handle its business in Texas, Lou- 
isiana, Mississippi, Arkansas and 
Oklahoma. Dick Warner, formerly 


Beautiful, New York, and secre-| 
tary-manager of the Southwestern | 
Assn. of Advertising Agencies, has 
been placed in charge of the new 


| office. 


Will Bow in March 


Mactadden’s ‘Climax’ 


New York, Jan. 13—Macfadden 
Publications is adding a fifth mem- 
ber to its quadruplet Sport-Men’s 
Group in March, when Climaz hits 
the newsstands. 

The magazine—subtitled ‘High 
Adventure for Men’’—starts with 
an initial guarantee of 150,000 and 
a $375 b&w page rate. 

Climax will carry about 26% fic- 
tion, including adventure, science 
fiction, mystery, western and 
sports. Articles on sports and true 
adventure will help fill out the 
editorial pages. 

Sport-Men’s Group—which in- 
cludes Sport, Saga, True Detec- 
tive and Master Detective—now 
has a new rate which includes 
Climax, beginning at $3,080 for a 


b&w page one time. 


1953 


Philadelphia PR 
Promotion Offers 
‘Scrapple Awards’ 


PHILADELPHIA, Jan. 13—Be care- 
ful what you say about Phila- 
delphia. 

If you’re not, you can expect a 
messenger to deliver a ten-pound 
package of scrapple along with a 
certificate citing you for unfavor- 
able comment on the Quaker City. 

All this is part of a new year- 
round program set up by the Phil- 
adelphia Public Relations Assn. 
to promote words of praise for its 
city. The idea came from Reginald 
E. Beauchamp, special events di- 
rector of the Philadelphia Bulletin. 

“We are prepared to make as 
many Scrapple Awards as needed 
to win better feeling from those 
Americans who get their words 
into print in some way or other,” 
said Bernard A. Bergman, public 
relations director of Publicker In- 
dustries and president of the asso- 
ciation. 


a The first “winner” was A. J. 
Liebling, writer for The New 
Yorker, who opined that Phila- 
delphians were always feeling ‘“‘put 
upon” in the Oct. 11 issue of the 
Magazine. 

Copy for Mr. Liebling’s citation, 
written by Charles Fisher, N. W. 
Ayer & Son copywriter, stated that 
the award was “sullenly pre- 
sented to A. J. Liebling for certain 
regrettable jokes, jibes, quips and 
unseemly reflection on the subject 
of Philadelphia.” 

The New Yorker writer was pre- 
sented with his ten pounds of 
scrapple and invited to eat it for 
breakfast every morning for ten 
days. 

Mr. Liebling, however, did not 
offer to eat his words. 


Ekco Six-Month Budget Tops $400,000; 
Switch Media Emphasis from TV to Space 


Cuicaco, Jan. 13-——Ekco Products | 
Co. is hiking its first six months | 
advertising budget to more than'| 
$400,000,an increase of 5% to 10% | 
over the same period last year. | 

The program will feature a. 
major switch in media emphasis 
from television to magazines and. 
newspaper supplements. 

As Ekco customarily spends 
more in the second half than in) 
the first, an increase over its rec- | 
ord $1,000,000 budget of last year | 
is forecast. This budget included 
both agency handled and cooper- 
ative advertising. The space bud- 
get in the second half of last year 
totaled some $350,000. 


start with half-page ads in Life in 
March, featuring the Keepsake 
pattern of stainless steel flatware. 


® The first premium promotion 
to be used by Ekco will start in 
April with page ads in Good 
Housekeeping, Woman’s Day and 
Woman’s Home Companion and 
with half-pages in Parade and 
This Week Magazine. This promo- 
tion will run 45 days. 

A third promotion backing Ek- 
co’s cellulose Minute Mop will 
start in April and a fourth back- 
ing Ekco-Eternal cutlery will start 
in June. Publications and ad sizes 
include four quarter-pages in 


Modern Bride and one-third page 


® According to Maurice B. Coss- 
man, Ekco’s director of advertis- 
ing, the media switch will see the, 
first six-months budget nearly, 
halved between television and 
space. Roughly $200,000 is to be 
spent on space and somewhat over 
$200,000 on Tommy Bartlett’s NBC 
“Welcome Travelers” show. 

Mr. Cossman says the media 
switch represents approximately 
a 90% increase in expenditures for 
space advertising. It also involves | 
a policy change from smaller 
space in a long list of publications | 
to larger space in a more limited 
list—10, all told. 


s Last year two-thirds to three- 
quarters of Ekco’s budget was for | 
television. The company sponsored | 
the Wednesday segment of “The)| 


|Goldbergs” over 22 stations, Mr. | 


Cossman said. 
This year, however,he says Ekco 


ads in Better Homes & Gardens, 
Living for Young Homemakers 
and Today’s Woman. 

All ads will be b&w and the 
agency is Dancer-Fitzgerald-Sam- 
ple, Chicago. Last year the com- 
pany used only quarter-page ads. 

Local cooperative advertising, 


trade paper space and catalogs are 


included in the expanded budget. 


_Ekco says it is the first firm to 
|spend $1,000,000 exclusively in ad- 


vertising housewares. 


Falkenhainer to Culbertson 


Carl Falkenhainer, formerly v.p. 
and general manager of Good 
Humor Corp. and national director 
of store development and market- 
ing program for Rexall Drug Co., 
has joined Robert C. Culbertson 
Advertising, Beverly Hills, Cal. 
Mr. Falkenhainer will be director 
of plans and merchandising. 


finds it can cut TV expenses by | Appoints Moser & Cotins 


using daylight time and that its| 
advertising is aired over a 54-city 
hookup. 

Of the $200,000 to be spent on 


space, 40% will be devoted to four Previously, Charles L. Rumrill & 


special promotions. The first will 


Rochester Can Co., Rochester 
maker of garbage cans, pails and 


/snow shovels, has appointed Moser 


& Cotins, Utica, to handle adver- 
tising for Iron Horse products. 


Co., Rochester, had the account. 
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General Mills Changes Its Institutional 
Slant, Stressing Crocker on Nutrition 


. MINNEAPOLIS. Jan. 13—A new 
institutional advertising campaign 


featuring Betty Crocker, General | 


Mills’ food authority, in messages 
on good nutrition, will be launched 


this month by the milling com-_| 


pany. 

Details of the program, a definite 
departure from GM’s previous in- 
stitutional campaign, were an- 
nounced by Samuel C. Gale, v.p. 
and director of advertising. 

It will be the first GM institu- 
tional campaign handled by N. W. 
Ayer & Son, Philadelphia, since 
that agency took over the com- 
pany’s institutional account from 
Batten, Barton, Durstine & Os- 
born. 


e# The campaign is different in 
that it will cover not only the food 
area with which the company is 
directly concerned but other areas 
as well. 

Nine color ads will run this year 
in Life and Look at intervals of 
approximately six weeks. The first 
will appear in Life on Jan. 26, 


Why a 
big breakfast 
for Betsy? 


t 


ig Crochar 
tne Me 


Look on Feb. 24, and in the Min- 
neapolis Sunday Tribune roto 
magazine on Jan. 25. 

Decision to use the nutrition 
theme was made by Ayer and 
GM’s public services department, 
which also handles GM’s nutri- 
tional campaign for schools, after 
surveys disclosed that diet ar- 
ticles are receiving the highest 
readership of any articles offered 
by most magazines. 

C. W. Plattes, public services 
director, said the campaign repre- 
sents “a sincere effort to win 
friends for the company by talk- 
ing good eating habits, irrespective 
of kinds of foods.” 


= The ads will refer frequently 
to Betty Crocker’s Picture Cook 
Book for information on how to 


prepare the many foods and menus | 


recommended. 

First of the ads features a four- 
color picture of a little girl munch- 
ing a slice of toast, her face 
smeared with jam, and asks, “Why 
a big breakfast for Betsy?” 

The copy, prepared in accord- 
ance with the latest standards of 
nutrition, explains: “Because Betsy 
hasn’t had anything to eat for 
about 12 hours—and she needs 
‘food fuel’ for the first half of her 
active day. So do grown-ups. Peo- 
ple who eat skimpy breakfasts 
find themselves tired, irritable— 
and inefficient!” The ad uses the 
question and answer technique to 
urge substantial breakfasts. 

While the first ad is centered 
around bread and cereals, the 
others will discuss vegetables, low- 
cost protein diets, milk and other 
foods in which General Mills has 
no direct interest. 


s The new Betty Crocker cam- 
paign is only one of several sides 
to the company’s complete in- 
stitutional campaign. A separate 
series, signed by Steve Carter and 
covering farm safety, wiil appear 
in Successful Farming. Another is 


‘scheduled for publications reach- 
ing the professional educator. 
These will feature the General 
Mills program of teaching assist- 
ance in nutrition for schools. The 
first is a five-page color layout in 


the January issue of The Instructor. | 


B&w ads also are scheduled for 
the January NEA Journal and 
state teacher publications. 


Loudon Will Handle 
Ads for Goodrich’‘s 
New Koroseal Tile 


WATERTOWN, Mass., Jan. 13— 
B. F. Goodrich is introducing Ko- 
roseal floor tile—a new vinyl] plas- 
tic tile “whose appearance actual- 
ly improves with wear and which 
requires no waxing.” 

Pack Goodrich has named Henry A. 
5 Loudon Advertising, Boston, to 
handle the new product, which is 


“on ANEW 
INSTANT (O;FEE 
a  fastantly! 


’ 
ele 


Spot Estimator 
Analyzes Rates 
in 1,193 Cities 


New York, Jan. 16—The “Spot 
Radio Estimator,’ published this 
|'week by the Station Representa- 
tives Assn., is just what the doctor 
|ordered for time buyers, advertis- 


«on 


beset” 


BELL WARNS ADMEN 

AGAINST COMPLACENCY 
MINNEAPOLIS, Jan. 13—Charles | 

H. Bell, president of General Mills, 


being made in eight colors. The ing managers and anybody else 
new line will sell at a price slight- who needs a fast guess on what it 
ly higher than the regular Good- will cost to purchase any amount 
rich rubber tile. It can be installed of spot radio. 

over concrete both on and below. 


who says he has “tremendous re- 
spect” for advertising, warns the 
ad profession, and business in gen- 
eral, against complacency. 

“We must always keep our eyes 
to the future and to the growth 
possibilities that exist there,’ he 
told the Minneapolis Advertising 
Club last week. 

Every sign points to a promising 
future for this nation with new 
markets stretching in every di- 
rection, he said. But while busi- 


after the defense program tapers 
off, to make use of expanded plant 
capacity. 


a ‘We shall have to generate that 
demand,” Mr. Bell said. “This will 
come when industry redoubles its 


tool of advertising in an aggressive 
and imaginative fashion. That is 
one of the great opportunities of 
the future.” 

He suggested that one reason ad- 
vertising has such an appeal for 
young men is that its “planning 
and action are constantly in the 
future.” 

“When you consider America’s 
booming families in terms of 
mouths to feed, persons to clothe, 
housing and appliances and all 
the things that go to make up 
America’s living standard, we see 
the mission of business, of adver- 
tising and of distribution as one 
of the greatest challenges of our 
time,’ he declared. 


‘American Legion’ Adds 3 

American Legion Magazine, New 
York, has appointed Katherine 
Wyant, formerly of Vision, New 
York, to manage its retail advisory 
council. Robert H. Antin, previ- 
ously a research analyst with Fed- 
erated Department Stores, will act 
as market research manager. John 
V. Fallon has been added to the 
magazine’s Chicago sales staff. Mr. 
Fallon formerly was in the sales 
department of Better Homes & 
Gardens. 


Chapman Takes Bank PR Post 


Don Chapman has been elected 
assistant v.p. of the Equitable Sav- 
ings & Loan Assn., Portland, Ore., 
in charge of public relations, ad- 


man formerly was in the circula- 
tion department of the Portland 


ness conditions in general appear | 
favorable, he pointed out that new | 
civilian demands will be necessary, | 


sales strategy and uses the good) 


vertising and personnel. Mr. Chap- | 


aoe 8 FOR me 


MANOR HOUSE COFFEE 


iN 2 OF OR 5 OF JARs 


REAL QUICK—W. F. McLaughlin & Co., Chi- 

cago, is introducing a new instant coffee 

in Chicago only, with ads breaking in all 

four dailies on Jan. 14. There are no plans 

as yet to introduce the product in other 

markets. TV will be used also. Earle Ludgin 
& Co. is handling the account. 


grade. 

The company’s flooring division 
will use a b&w spread in the Feb. 
7 Saturday Evening Post and pages 
in Better Homes & Gardens, Home 
Modernizing, Parents’ Magazine, 
Popular Mechanics and Small 
Homes Guide. Spreads and pages 
are scheduled in six business pub- 
lications. The Post will also get 
five other pages between March 
and October. 
| Ad copy will say that the tile 
needs no waxing since footwear 
provides a buffing action that im- 
proves the tile’s appearance. 


Independent Retailers Should Hike 


Newspaper, Radio 


Now You Can Use 
Pream in Coffee 
in 2 More Cities 


Co.tumMesus, O., Jan. 15—Pream, 
the new boon for coffee drinkers, 
has now reached the nation’s two 
largest markets. Last week it 
bowed in New York with ads in 
seven newspapers and TV spots, 
and this week the powdered cream 
was introduced in Chicago in the 
same media. 

Pream is made by M. & R. Di- 
etetics Laboratories here. One tea- 
spoonful can be mixed directly 


‘contains the equivalent of a pint 


of cream, it is said, and costs 
about half as much as_ fresh 
cream. 


s Pream was tested in Cincin- 
nati last May. Since September, 
M. & R. Dietetics has introduced 
it in two more cities each week, 
and it is now sold in more than 30 
markets. In Chicago this week, the 
company is using 150- to 1,500-line 
ads in the four daily papers, a 
four-color ad in the Chicago Trib- 
'une’s Grafic section next Sunday, 
‘and TV spots on the Ear! Nightin- 
gale and other shows. Ralph H. 
Jones Co., Cincinnati, is the agen- 
cy 


Next week: St. Louis and Kan- 
sas City. 


|Oregonian before joining Equita-. 


ble in 1950. 


Mills to John Donnelly 


Thomas J. Mills, formerly adver- 
tising manager of the Telegram- 
Gazette, Worcester, Mass., has been 
appointed manager of the Wor- 
cester branch of John Donnelly & 
Sons, Boston outdoor plant oper- 
ator. 


Nixby Appointed Pray A.M. 

Ralph L. Nixby has been ap- 
pointed advertising manager of 
_John H. Pray & Sons, Boston furni- 
ture outlet. Mr. Nixby formerly 
was with Chambers & Wiswell, 
Pray’s agency. 


Commission Names Sullivan 


Daniel F. Sullivan Co., Boston, 
has been appointed to handle ad- 
vertising for the Lowell, Mass., 
Development & Industrial Commis- 
sion. Magazines, newspapers and 
direct mail will be used. 


Drake Publishing Becomes 
Drake Merchandising Co. 

Drake Publishing Co., Chicago, 
has changed its name to Drake 
Merchandising Co. 

O. A. Feldon, president, said, 
| “During the past few years we 
‘have realized the increasingly im- 
portant part that 
consumer mer - 
chandising for 
the retailer at the 
| local level plays 
|in the success of 
national sales 
campaigns; 
therefore, we 
have expanded 
our publishing 
activities to in- 
clude all phases 
of consumer mer- 
chandising serv- 
ices for retailers.” C. P. Bin- 
ner, formerly president of the 
American Bakers Assn., has joined 
Drake as executive v.p 


| 


| 
| 


C. P. Binner 


into a cup of coffee. A 4-0z. can. 


Ad Budgets: Hess 


| Tells NRDGA Meet That 


10 to 15% Increase Is 
Needed to Boost Sales 


New York, Jan. 14—Independ- 
ent retailers should hike their 
newspaper advertising by 10% to 
15% and their radio ad budgets by 
at least 10% this year to increase 
sales and recover some of the vol- 
‘ume lost to chain operations. 

That advice was offered last 
night by Max Hess Jr., president 
of Hess Bros. department store, 
Allentown, Pa., at a dinner meet- 
ing held in connection with the 
|National Retail Dry Goods Assn. 
convention. 

Mr. Hess also gave TV advertis- 
ing a plug, saying: “If you find the 
right way of telling your own story, 
your money will be well spent and 
the results will be so productive 
that no amount J might advocate 
would be enough.” 


|@ He told a smaller-stores group 
that “all this extra effort can be 
very expensive, but I firmly be- 
lieve it’s necessary.” 

“Don’t sit back,” he said. “In 
your town Saturday may be the 
big day, or Wednesday, or Thurs- 
day. And the newspaper space and 
radio and television time for those 
days are booked solidly in your 
town. 

“So you say you can’t increase 
your advertising for those days. 
Don’t use that as a handy alibi be- 
cause that is not the time to in- 
crease your efforts anyway. The 
day to build up is the weak one. 
Sometimes it’s Monday, in some 


towns it’s the day following night | 


shopping hours. Whichever it is, 
plan extra coverage to build up 
that particular day.” 


s Mr. Hess told the merchants that 
Monday used to be the No. 6 day 
with Allentown merchants. 

“We at Hess Bros. started ham- 
mering towards a bigger Monday. 
Other retailers joined us. In a 
short time we started getting re- 
sults. Now in Allentown Monday 
is never lower than No. 4 in vol- 
ume and sometimes it ranks No. 3.” 

He predicted that independent 
retailers, with added advertising, 
would rack up 5 to 10% increases 
in volume this year—and for “a 
few outstanding performers, even 

(Continued on Page 72) 


The 24-page compilation—a fol- 
lowup to a first edition released 
'three years ago—will give an at- 
a-glance estimate of the price for 
,anything from a one-minute an- 
nouncement campaign in the top 
38 markets to a 30-minute pro- 
gram in 1,193 cities throughout 
the country. 


e The first table in the report 
shows that, in the 38 largest mar- 
kets, the average one-time day rate 
for network affiliates is $4,230 for 
30 minutes, and $2,017 for non- 
network stations. Three years ago 
the average for network stations 
in the major markets was $3,804 
for a half-hour and for non-net- 
work stations was $1,770. That 
represents a 11.2% gain for net- 
work stations and a 14% gain for 
the independents. 

Meanwhile, the average day- 
time one-minute announcement 
rate for network stations in the 
big cities has gone up from $995 
to $1,116, and for independents 
from $339 to $374, a comparison 
of the 1949 and 1953. studies 
shows. 


s Using the estimator as a guide, 
budgets can be figured for the cost 
of any time segment—day or 
night. This can be computed on 
the basis of the highest priced sta- 
tion in each market, or on the ba- 
sis of the average cost of network 
affiliated stations, or the average 
cost of non-network stations. In 
desired markets, costs are broken 
down into three main divisions: 
(1) population groups ranging 
from 500,000 and over to under 
25,000; (2) population groups 
within regional subdivisions; (3) 
160 major markets ranked by 
population. 

In releasing the figures, the 
Station Representatives Assn. 
called attention to a noteworthy 
trend in the medium—an increase 
in the number of agencies placing 
national spot. 


s “It was only a few years ago the 
top 15 agencies in the United 
States accounted for 80% of the 
spot radio business,” a spokes- 
man for the association — said. 
“While no figures are available 
lat the moment, it is well known 
that, although the larger agencies 
|have continued and_ increased 
|their spot radio business, they 
|represent a smaller proportion of 
_the total because of the large 
inumber of new advertisers and 
‘agencies using the spot radio 
medium.” 

Along with the detailed tables 
the estimator gives formulas for 
estimating frequency discounts, 
the cost of various program and 
spot lengths, and variance in 
evening and daytime classifica- 
tions. 


Whirlpool Appoints Three 


Thomas J. Lounsbery, formerly 
laundry division sales manager for 
Morley Brothers Inc., Detroit dis- 
tributor for Whirlpool Corp., St. 
Joseph, Mich., has been appointed 
sales promotion manager for the 
washer division of Whirlpool. Ber- 
nard (Pat) Collins, previously with 
Servel Inc., and Charles W. Rex- 
ford, formerly with Hallicrafters 
Co., have been named regional 
sales managers. 
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Eli Lilly Wins 
Injunction in 
Schwegmann Suit 


(See story on Page 66) 

New ORLEANS, Jan. 16—Schweg- 
mann Bros. was ordered this week 
by federal district court to stop 
selling Eli Lilly & Co. products be- 
low fair trade price minimums. 

Judge J. Skelly Wright issued 
an injunction restraining Schweg- 
mann from cutting prices in its 
supermarkets on the grounds that 
the lower prices would cause the 
drug firm to suffer. 

Meanwhile, Sterling Drug Inc., 
New York, became the seventh 
firm to file suit for preliminary 
and permanent injunctions against 
Schwegmann price practices. 

Judge Wright said it appears on 
the surface that Lilly would bene- 


fit from Schwegmann’s price cut- 
ting but “on closer analysis it be- 
comes apparent that the plaintiff 
actually will suffer unless protec- 
ted by injunction.” 

John G. Schwegmann Jr., oper- 
ating manager of the markets, 
said “Schwegmann Bros. will 
abide by the decision, pending im- 
|/mediate appeal.” He said he hopes 


ary. Its promotion is being handled 

by Jones Frankel Co., which has 

just started with the account. 
The agency was behind the drive 


| to pick “Miss Machinery” in a pro- 
motion for Interstate Machinery 


Co. (AA, Nov. 10). Miss Machi- 


|nery caught the eyes of the Popeil 
‘brothers and they decided to let 
Jones Frankel tackle a similar pro- 
the decision will arouse public | motion for them. 


opinion and “you may count on. 


us to continue to fight for what|»s Karle Ludgin & Co. is handling 


we believe is right, in spite of in- 
junctions and boycotts.” 
Chicagoans See a 
New Instant Coffee 


and Instant Maker 
(Continued from Page 1) 


‘newly elected Miss Kitchen Gadget 
| (see picture on Page 55). 

| The Delex, which will retail for 
$3.95, will be backed by some con- 


the introduction of Manor House 


instant coffee in Chicago. Opening 
ads started today in the Daily 


‘News, Herald-American, Sun- 
Times and Tribune, and the com- 
/pany will also plug the new prod- 


uct with TV spots and local spon- 


_sorships of two TV programs, “The 


Austin Kiplinger Show” and “For- 


‘eign Intrigue.” 
,at the show will be graced by a) 


The campaign is scheduled to 


\run through the spring in the Chi- 


cago area, but McLaughlin has no 


\plans for entering other markets 
|with the product at present, AA 


‘sumer advertising during Febru-' was told. 
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Ford Motor Co. has its competitive sights set on 1953 as the year to 
wrest leadership from Chevrolet in the low-price field ....Page 1 
The research and personnel policies of the U. S. Post Office are out- 
lined sharply by Stan Cohen, AA’s Washington editor. The second 
in a series of articles Page 1 
More evidence that 1953 will be a year of hard selling—Ekco plans 
$400,000 ad drive in first six months Page 2 
Independent retailers told they can win back business lost to chains 
by hiking their ad budgets Page 3 
A new compilation by the Station Representatives Assn. shows exactly 
what spot radio costs throughout the country Page 3 
A business man who had no competition tells how he prospered by 
making competition for himself Page 14 
Walter Weir explains how to make the most out of a small 
agency Page 25 
The liquor industry would like to forget about 1952. It was one of the 
worst years in the past decade Page 32 
Department stores aren’t too happy, either, but Prof. McNair of Har- 
vard thinks he has a program which will help them Page 50 
Detroit agency joins a modern trend—move to the suburbs ... Page 61 
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failed to comply with non-com- 
munist oaths and financial state- 
ment required by law and it re- 
fused to deal with the union until 


‘Waukegan News-Sun’ Struck; 
Tri-Cities Strike Goes On 
The Waukegan News-Sun was 


struck by 190 printers who walked 
out after demanding a contract for 
their union, AFL International Ty- 
pographical Union. Seventeen non- 
union printers continued to put out 


an abbreviated edition of the daily. | 
The paper said that the union had | 


an NLBB election is held. 

Meanwhile, the Tri-Cities strike 
(AA, Dec. 22) of the Rock Island 
Argus, Moline Dispatch and Dav- 
enport Democrat and Times in- 
volving ITU printers finished its 
fifth week. 


| 


remember... 


ONE MILLION PEOPLE with a buying income of 
$1,500,000,000 live in lowa’s central 52 counties. 


THE DES MOINES DAILY REGISTER and TRIBUNE 
reaches 71 % of these households . . . 

minimum coverage 40%. Des Moines (Polk County) 
97% coverage . . . additional 51 counties 67 % 
coverage. 


This is an “‘A"’ schedule newspaper in a 


BIG, MUST Market. 


ABC Circulation September 30, 1952: 369,807 
Sunday Circulation: 533,204 


“This is the size we send to the 
rowing Greensboro Market!" 


YOU CAN BANK ON THIS—1/5 of all the folding money 
spent on food and retail sales in North Carolina, comes from 
the pockets of folks that make up the 12-County ABC Growing 
Greensboro Market. These people—1/6 of North Carolina’s 
4-million population—have 1/5 of the state’s $4-billion buying 
ower. if yee want to see concrete results of active advertis- 
ing, better schedule the Growing Greensboro Market, and the 
100,000 daily salesmen of the GREENSBORO NEWS & 


RECORD ... 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market, with selling influence in over half of North Carolina! 


SALES MANAGEMENT FIGURES 


Greensboro — 
News and Kecord 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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52nd in a series 


THE SUNDAY HERALD TRIBUNE 


IS THE J" BIGGEST CITY j 
IN THE NATION! 


Sell to the Sunday Herald Tribune Quality Mar- 
ket...and you sell to a market which, compared 
to all U.S. cities, is third in purchasing power! 
More important... it’s an audience you can sell 
at a profit!... made up of families with high in- 
comes, exceptional means... people who are not 
only well able to buy, but who do buy at all 
price levels... the best customers for whatever 
you’re selling! Find out all the facts on how the 
Herald Tribune Quality Market puts more profits 
in your advertising! 


Source: Effective 1951 buying in- 
come for N.Y. & Chicago is from 
Sales Management, May, 1952. 
Herald Tribune is figured on 1950 


i ergo ret Oe 
Herald Tribune 


Represented nationally by Scolaro, Meeker and Scott in Chicago, Detroit and Philadelphia; and Doyle and Hawley in Los Angeles and San Francisco 
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Promotes Richard Miller | 


Richard A. Miller, market re-— 
search director and a member of | 
the sales planning committee, has | 
been promoted to general manager | 
of sales and service for Stokely- 
Van Camp Inc., Indianapolis. He 
will make his headquarters in New 
York. This appointment represents 
a consolidation of sales and service 


'operations “to provide all outlets 


with greater flexibility.” 


Ludcke to Campbell-Mithun 


George O. Ludcke Jr., formerly 
grocery products advertising man- 
ager for General Mills Inc., Min- 
neapolis, has been named an as- 
sociate account 
Campbell-Mithun, Minneapolis. 


“T°? is for Teacher 


And her ideas reach 
millions of families 


Every comment, every statement, every 
matter-of-fact answer by teacher is at 
least partially absorbed by 26,000,000 
school kids who carry these ideas into 
10,000,000 homes. They reflect her atti- 


tudes, her notions, her philosophies. 
That's why an advertising message 


from companies, associations, and in- | 
dustries to the 866,000 readers of State 


Teachers Magazines is so important. 

Write for full information on how 
your message can be effectively told to 
any group of State Teachers Magazines, 
or all 44. Address Georgia C. Rawson, 
Executive-Vice-President, State Teach- 
ers Magazines, 307 N. Michigan Ave., 
Chicago 1, Illinois. 


State 
TEACHERS 


Magazines 


Advertising Age, January 19, 


N. Y. State Newspaper Publishers 
Urged to Do Better Merchandising 


(Continued from Page 2) 


maker of Keepsake diamonds. 
The wholesale jeweler went in 
for promoting inexpensive watches 
16 years ago, Mr. Bowden said, 
but the Flack agency’s research 
discovered a “gold mine” for some- 
one who could package a diamond 
ring that would guarantee value. 


® Keepsake diamond rings were 
tested and started in a six-state 
area, with an extensive merchan- 
dising program. Subsequently, the 
Keepsake registration and guar- 
antee were developed—the mer- 
chandising gimmick that helped 
put the product over, according to 
Mr. Bowden. 

A Keepsake salesman is so well- 
trained in merchandising, the 
speaker said, that he is abie to 
develop an ad program for an en- 


_ tire jewelry store if necessary. 
executive with agency’s accounts, A. H. Pond Co., 


A proposal that newspapers con- 
sider a rate structure which would 
invite the small advertiser “to at 
least taste” the newspaper was 
voiced by Chauncey S. Hurley, ad- 
vertising director of the Syracuse 
Herald-Journal and Herald-Amer- 
ican. 

In a discussion on selling new 
retail accounts, Mr. Hurley said 
that about 70% of the total re- 
tail ads in his papers come from 
“key” accounts. Of this, 40-45% 
comes from department stores, and 
the papers are considered in 
healthy position so long as the de- 
partment store volume is held be- 
low the 45% figure, he said. 


w Of the 2,800 retail outlets in 
Syracuse, only about 540 can be 
rightfully called advertisers, he 


_said. He suggested that small ad- 


IMPORTANT CORNER 


\ 3 IN THE U.S.A. 
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,vertisers be sold on the same basis 
as large ones, using Federal Re- 
serve Board figures and other pro- 
motional tools. 

Mr. Hurley prefaced his com- 
ments with a reference to ADVER- 
‘tistnc Ace’s story last week on the 
average death age of admen. Fa- 
|cetiously, he urged three-week va- 
‘eations for advertising men, right 
‘about now, with a due bill on a 
‘Florida hotel, as a means to keep 
them from dying young. 


| 

| 

= Two fertile fields for extra ad- 
vertising business were listed by 
‘John W. Eddy, advertising mana- 
‘ger of the Schenectady Gazette: 
\(1) tie-in advertising on national 
\campaigns, an area that has no 
‘competition, and (2) public serv- 


‘ice advertising. Criticism of the 
a 


latter as being a “gift to the paper” 
is unjustified, he commented. 

Perhaps a question in the minds 
‘of many was raised when Harry J. 
Benner, advertising director for the 
Utica Observer-Dispatch and Press, 
asked how salesmen are supposed 
to go after new accounts when 
most of their time is spent servic- 
ing old established ones. 


= He gave a partial answer when 
he described the activity of the 
Utica papers’ copywriting staff. 
which serves as an advertising con- 
sultant to small advertisers, per- 
forming many agency functions in 
the process. 

Other media use newspapers to 
build an audience and _ papers 
should do the same, Cyrus Favor, 
circulation manager of the Utica 
Press, told a panel group on news- 
paper promotion. He warned the 
publishers to be skeptical of any 
gratis promotion deal offered by 
commercial outfits and said that 
most papers can do a better job of 
promoting themselves in their own 
columns. 

Any general promotions, he 
said, should be aimed at filling a 
specific need. 


® Discussing the Eisenhower ad- 
ministration and the press at a 
banquet this evening, James B. 
Reston, Washington correspondent 
for the New York Times, said, 
regretfully, that the use of adver- 
tising agency personnel and tech- 
niques in the election campaign 
was developed to a greater extent 
than he had ever seen before. 

Yesterday, the New York Asso- 
ciated Dailies, a group of smaller 
newspapers in the state, elected as 
its new president Henry K. Wil- 
liams, publisher, president and 
treasurer of the Dunkirk Evening 
Observer. He succeeds Fritz S. 
Updike, general manager of the 
Rome Sentinel. 

Leslie D. Kimble, assistant to 
the publisher and business mana- 
ger of the Corning Leader, was ad- 
vanced to v.p. He has been sec- 
retary-treasurer since 1948. The 
new secretary-treasurer is William 
K. Kessler, business manager of 
the Gloversville & Johnstown 
Herald. 


Promotes Marshall, Kytle 


Farm Bureau Insurance Compa- 
nies, Columbus, O., has promoted 
David Marshall from director of 
public information to director of 
public relations planning, a new 
department. Calvin Kytle, assist- 
ant director of public information, 
succeeds him. 


_XETV, Tijuana, to Bow 

XETV, Channel 6, Tijuana, Mex- 
|ico, is expected to go on the air 
before February, providing an- 
other signal for television viewers 
in the San Diego area. Presently 
San Diego is served only by 
KFMB-TYV, San Diego. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on’ next 
f . ORE 
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LITHOGRAPHED CARDBOARD DISPLAYS Radio-TV Sellout for Inauguration Leaves 


IDEAS + FACILITIES « EXPERIENCE 


The saddest sight you'll ever see 
Is that unhappy Sales V. P. 


Whose competition's out today 


CHICAGO 6 


With their new Inland Sales Display! 


* RANDOLPH 6-3256 


Pu COMPINY 


Only One Question: 


New York, Jan. 15—Gen. 
Dwight D. Eisenhower's inaugura- 
tion as President next Tuesday is a 
sellout for radio and television. 

The eight major radio and TV 
networks have all lined up adver- 
tisers for the historic event. NBC, 
CBS and ABC, in that order, sold 
combined radio-video coverage 
several weeks ago (AA, Nov. 17, 
et seq.). Mutual (radio) and Du- 
Mont (TV) came up with sponsors 
this week. 

In no case will the on-the-spot 
commercial coverage include the 
actual inaugural ceremonies or the 
new President’s address. 

Ike’s big day is the hottest co- 
operative attraction Mutual has 
had since the conventions, which 
also were made available to sta- 
tions for sale to local and regional 
advertisers. One station, WICC, 


Bridgeport, Conn., sold the inaug- 
ural to local sponsors the day after 
the network gave it the go-ahead. 
At least 350 stations are expected 
to sell the event. 


® Extra revenue for Mutual will 
come from Wildroot Co. (Batten, 
Barton, Durstine & Osborn), which 
will present nine special five-min- 
ute broadcasts—two on the eve of 
the occasion and seven on Jan. 20 
at various times between 11:30 
a.m. and 11:30 p.m., EST. DuMont 
will cover the noontime swearing- 
in ceremonies live as a public ser- 


vice. At 10 p.m., EST, an hour of | 


highlights of the day’s activities 
will be televised by American Oil 
Co. (Juseph Katz Co.) over 18 sta- 
tions. This will be followed by an 
hour telecast, also for Amoco, from 
the gala ball over three stations. 
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Lucky Time 
Ad Machine 
Family Ties 


Memorable Poster 
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@ Week after week, Your Hit Parade brings tele-drama- 
tizations of the top tunes all over America, with no song 
treated the same way twice. Presented for Lucky Strike 
cigarettes—live on 4] stations (Saturdays, NBC-TV), kine- 
scoped on 19 more—it features soloists June Valli, Snooky 
Lanson and Dorothy Collins, as well as Raymond Scott 
and the Lucky Strike Orchestra, Hit Paraders and Dancers. 
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© When BBDO Los Angeles acquired the Laura Scudder 
account, a new and superior mayonnaise was in the works. 
Given carte blanche, BBDO-LA selected a basic theme and 
accompanying trade-mark character, incorporated both in 
the package label, as well as in newspaper, Sunday-supple- 
ment, outdoor and TV advertising. Result: ‘a family resem- 
blance”’ that carries right through to the point of sale. 


@ No machine yet invented will write advertising. But 


an IBM can be mighty useful in 


weighing techniques, de- 


termining the effect of size and position, ete. BBDO copy- 
research people have transferred to punch cards the 


characteristics of nearly 4,500 
checked in 142 Continuing New 


national advertisements 
spaper Studies. A quick 


run-through extracts data that once took days to find. 
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@ Part of a poster series that has an unbeaten record for 
remembrance in West Coast studies, this Standard Oil Co. 


of California 24-sheet was develo 


ped by BBDO San Fran- 


cisco. It ranked first among gasoline-motor oil boards by a 


wide margin, won the Max Schmic 


it Memorial Award as the 


West's best poster of the year, was one of the few posters 
chosen for exhibit at the New York Art Directors’ Show, 
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NEW YORK +© BOSTON + 
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* PITTSBURGH 


& OSBORN, INC. 


© MINNEAPOLIS + SAN FRANCISCO + HOLLYWOOD 
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For the inaugural sponsors on 
ABC, CBS and NBC, the question 


Whai Car Will Ike Like? °f the hour is what kind of car 


will take the new President and 
|his predecessor, Harry S. Truman, 
| from the White House to Capitol 
Hill. In corresponding order, the 
| Sponsors with the keen interest 
jin this matter are Willys-Over- 
‘land, Packard and General Motors. 
| At Maxon, which is handling 
ithe special event for Packard, the 
word is that two ultra VIPs— 
Mrs. Ike and the new vice-presi- 
|dent, Richard Nixon—will ride in 


'Packards. 


es “We don’t know what kind of 
car the general and Mr. Truman 
'will ride in,’ S. James Andrews, 
radio-TV director of Maxon, com- 
mented. “A Lincoln maybe. Mr. 
Truman likes Lincolns.” 

On TV the commercials will be 
one-minute films; on radio they 
will be live, and both will include 
product sell. The auto maker will 
carry four and one-half hours on 
television and two and a quarter 
hours on radio. Columbia has 
cleared about 41 TV stations for 
the procession from the White 
House to the Capitol, the review 
of the parade and other afternoon 
jactivities. Approximately 60 sta- 
tions have been cleared for the ball 
at 11 p.m., EST. The full radio net- 
work will be used. 

Mr. Andrews said Maxon will 
follow its usual special events rule 
of not scheduling a commercial at 
a time when it interferes with the 
action on the screen. ‘We will not 
take the camera off the general or 
Mr. Truman or anything of im- 
portance for a commercial,” he 
added. 
| 


|= Willys-Overland’s agency, Ewell 
'& Thurber, doesn’t know much 
about which dignitaries are going 
to be transported in what make of 
automobile. But agency men 
working on the account are de- 
lighted by the fact that lots of the 
floats in the mammoth parade, 
with all 48 states and the terri- 
tories getting in the act, will be 
pulled by jeeps. 

This car manufacturer’s buy 
does not encompass the evening’s 
festivities at the ball. All ABC ra- 
dio stations and 13 TV stations 
will be in the ABC-Willys after- 
noon lineup. 

Willys is emphasizing local level 
tie-ins more than Packard and 
General Motors; Aero-Willys 
dealers have bought spot adjacen- 
cies on radio and TV and will 
share the sponsor credits. This will 
be mainly brief cut-ins telling 
where the new car just seen or 
|/heard about can be bought. 
| Ewell & Thurber will use both 
live and film commercials. ABC- 
TV's biggest New York studio will 
be used as a setting for five Aero- 
Willys models, with Bob Williams 
of “Omnibus” doing the announc- 
ing. The radio commercials will 
be highlighted by the introduction 
of a new jingle. 

At press time General Motors, 
first advertiser to sign for the 
event, seemed to have the jump on 
the competition in station clear- 
ances in crowded TV markets. The 
Kudner Agency had cleared near- 


ly 60 NBC stations for several 
hours throughout the afternoon. 
As this story was written NBC, 


like ABC, was planning to air the 
ball without sponsorship. 


Bozell & Jacobs Moves 

The Chicago office of Bozell & 
Jacobs is moving to more spacious 
quarters at 205 N. LaSalle St. 


(Simpson-REILLY, LTD. ) 
Publishers Representatives 
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The Newspaper that 
Goes HOME with CHICAGO 


aoe vee 


oi € 


GOES HOME 
withts GROCERIES 


In the first 11 months of 1952 the Chicago Daily News was 
again the leader in Chicago... in Retail...in General...in Total x 
Grocery Advertising... with 3,227,212 lines weal 


The newspaper that is now carried or delivered into more homes in its 

circulation area than any other Chicago evening newspaper continues to 

carry more Grocery Advertising than any other Chicago paper... 
_Mmorning... evening .. . or Sunday. 


Indeed, in Chicago—as in the nation—this grocery leadership of the 
Daily News has been maintained as far back as the records go 


TOTAL GROCERY ADVERTISING IN CHICAGO DAILY NEWSPAPERS 
FIRST {1 MONTHS, 1952 


First in 


Newspaper Retail Linage General Linage Total Linage’ 

¢ | R | A T DAILY NEWS (Eve.) 2,076,012 1,151,200 3,227,212 
t t Herald-American (Eve.} 1,221,700 572,167 1,793,867 

cenera j C dl all 0 d Sun-Times (Morn.) 297,907 259,557 557,464 


Tribune (Morn.) 901,290 1,110,032 2,011,322 


Grocery Advertising TOTAL 4,496,909 3,092,956 7,589,865 


*Liquor linage omitted 


Source: Media Records, Inc 


CHICAGO DAILY NEWS 


FOR 78 YEARS CHICAGO'S HOME NEWSPAPER 


JOHN S. KNIGHT, Editor & Publisher 


DAILY NEWS PLAZA: CHICAGO 6, ILLINOIS 
e NEW YORK e SAN FRANCISCO e DETROIT e LOS ANGELES 
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How to turn} 


Pacific Mills nets vast il 


4 eee ut 
get 


es Their idea and planning... 


Brains behind the Contour sheet operation, left to right: Jack D. Lesslie, Promotion Director; William 
J. Luke, Sales Manager; (back to camera) J. A. Ford, Manager Wide Sheeting Department; J. E. Bradley, 
Vice-President of Sales, Cotton and Rayon Division; M. Gordon Gay, Merchandising Supervisor. 
Spearheading the original development, in addition to Messrs. Bradley, Gay and Ford, were H. M. Bliss, 
Pacific’s President, and Clifford Hayes, Vice-President in charge of manufacturing. 


ZZ Grow into sales... 


Six times as many Pacific sheets are sold today as were 
in 1949. In 1953, the fitted sheet represents 

15 to 20% of the total sheet market, with ten other 
manufacturers following Pacific’s lead. The original 
Contour was a bottom sheet. Now a Top Contour 

has been added. Here, Lou Molnar of Pacific Mills 
discusses sales progress with Aaron J. Mershen of 
Stern Bros., New York City. 


/ Supported by 
quality 
control... 


2800 employees at Pacific’s 
plant at Lyman, South 


Carolina, work under the Z 
experienced leadership of 
Clifford Hayes, Vice- ( 


President in charge of 
manufacturing. Pictured 
discussing a change in 
oe? production routine are 
eae Harold Fowler, 

i William Nunally, 
and Grady Brooks. 
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| a Bright Idea into a Big Business 


+ increase in pioneering “Contour” sheet...“most important women’s magazine” helps 


It takes men with vision, men with courage, and men who are willing to work hard, 
to turn a sound idea into a success. 


It also takes complete coordination in all related lines of selling and promotion. 


From the moment the Contour sheet came on the market in 1949—following ten years 
of experimental work—national magazines carried the bulk of its advertising. 


Since that time, Ladies’ Home Journal has run 36 consecutive pages of Contour sheet 
advertising —the only women’s magazine to carry such a schedule. Thus, the Journal has 
played a primary promotional role in creating acceptance for the product. 


Speaking of the job the Journal has done, M. Gordon Gay, Merchandise Manager of 
Pacific’s Cotton and Rayon Division, says: 


“We chose the Journal because it is the most important women’s magazine. And 
because it offers excellent editorial atmosphere for our product, as well as good coverage 
in a variety of age groups.” 


Anyone who has goods, or ideas, to sell to women is well advised to place his 
advertising in a medium which has earned the largest, the most believing audience of 
women in the world... 


Ladies’ Home Journal. 


Never Underestimate the Power of a Woman! 


IT as TTI AH tet game CLT ) f 8 
AOS Ue |)’ And powerful advertisin 
| } pt Shit HH TaaRiTh Ht 11} | eet 
HiT | WTA Because women do most of the buying for 
the home, it made sense to Pacific Mills 
to use the biggest women’s magazine 


(Ladies’ Home Journal) consistently. The 
following facts prove Journal power: 


1. BIGGEST circulation. .. bigger than any 
magazine ever edited for women... 
nearly 5,000,000. 


ae ae JOURNAL 2. BIGGEST newsstand sales. . . topping every other 
ee magazine in the worid carrying advertising. 


Nor the power of the Number 1 women's magarine ... 


4. New manufacturing methods... at «Journ al 


Special equipment is necessary. Because of the rigid 

necessity for Contours staying exactly the same size, they 

are Sanforized* labeled. (Sanforized* is another consistent ... the magazine of new horizons Zz 
Journal advertiser.) And because wide sheeting must es 
be used for fitted sheets, the first 100-inch compressive he 
shrinkage machine ever made was set up at Lyman, 
Here is the “‘monster’”’ in action. Other special equipment 

sews, binds, packages the sheets. 


@ Reg. U.S. Pat, OF, 
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The Old Is Always New to Someone 


“I had an interesting phone call from today,” said the memo. 
“One of ’s customers is the advertising manager of a railroad. 
A new vice-president has been appointed and will supervise adver- 
tising. He wants to know why the railroad has to pay so much money 
to its advertising agency. 

“The advertising manager has asked ——-— for help, and I gave 
him some suggestions. However, this suggests that the old questions 
still are new to a lot of people just coming into contact with the ad- 
vertising business.” 

Does this memo sound incredible? It isn’t. It is quoted verbatim and 
completely, with the exception of the individual’s name who made the 
phone call. 

It does indeed suggest that the old questions still are new to a lot 
of people just coming into contact with the advertising business. Ac- 
tually, no matter how naive the question may sound to one in the 
business, it is a perfectly sound and sensible question to ask. If it is 
answered intelligently, as we are sure it will be, it will do everyone 
involved, and the advertising business as a whole, a great deal of 
good. 

But the question raises a point of importance for everyone whose 
business is the communication of ideas and the stimulation of desires 
and action. Too much advertising, too much promotion, too much 
selling assumes that the person on the receiving line knows and un- 
derstands more than he actually does. 

Too much advertising, for example, assumes that “common” words 
in a particular trade or industry are commonly understcod by the 
public. Too much promotion assumes that the prospect knows the 
basic story, and need only be nudged along the final step to action. 
Too much selling assumes that the buyer is as familiar with the sales 
story as the man whose business it is to know that story. 

All ef us tend to assume that “everybody knows” the things that 
are familiar to us, and thus, all too frequently we talk well over the 
buyer’s head in our selling and our advertising. And when we do, we 
leave frustration in our wake, because it is the rare buyer who is 
willing to admit he doesn’t quite understand the term which we use 
as though it were taught to every child at his mother’s knee. 


Fine Climate We're Having, Eh? 


It is already apparent that when the new administration moves into 
active position in Washington tomorrow, the business climate will be 
exceptionally good. 

From everything we have been able to learn, business won't be 
“top dog” in Washington, but it won’t be the low man on the totem 
pole, either. And the indications are that the administration itself 
will be a business-like one. The objective will be to run the world’s 
biggest and most complex business as efficiently and as smoothly as 
possible. 

Business’ response to the change in economic climate has already 
been apparent from the recent action of the stock markets, where 
confidence in the future has been rampant, even in the face of what 
the Wall St. boys call “profit taking” and “technical corrections.” 

It is difficult to believe that there will be any segment in business 
or industry which will not welcome the opportunity to operate in a 
climate where business is given first-class citizenship, along with 
labor, welfare, and every other segment of the economy. It is going to 
be little short of wonderful—if business and industry don’t forget that 
climate is merely a background for business, and not a guarantee 
that everything will be fine. 

It should be easier for business to operate in a governmental cli- 
mate free from unnecessary harassment, but it still won’t be as easy 
as falling off a log to make sales, and individual initiative and en- 
terprise certainly will be as much in demand as ever. 


< 
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—Lichty, Chicago Sun-Times 


“Getting the kiddies to ASK mother to buy it isn’t enough. ..we gotta get ‘em to 


scream, bite and kick 


until mother BUYS it.” 


What They're Saying 


Advertising Age, January 19, 


‘Diamonds Dancing 
On The Moon’ 

If anybody wants to know what. 
has happened to the poets in our | 
'generation—and surely something | 
must have happened to them—the | 
solution of the mystery is at hand. | 
They have gone into the advertis- | 
ing business. 

Listen to this advertisement of | 
matching lipstick and fingernail | 
polish: 

“For you who love to flirt with | 
fire... who dare to skate on thin) 
ice...Fire and Ice...new Fall} 
color for lips and matching finger- 
tips ...a lush-and-passionate scar- 
let... like flaming diamonds danc- 
ing on the moon!” 

Wow! 

If only Herrick were living now, 

he could advertise a sequin gown 
as like “moonlight tinseling the 
stream.” Yes, Herrick would cer- 
‘tainly be a natural for promoting 
‘lingerie today; he was always writ- 
ing about “the tempestuous petti- 
coat,” or “a sweet disorder in the 
dress kindles in clothes a wanton- 
/ness” or “when as in silks my Julia 
| goes.” 
Shakespeare would be a whiz on 
_ ballyhooing everything from razor 
‘blades (“I could not endure a hus- 
band with a beard on his face; I| 
had rather lie in the woolen”) to| 
‘silver fox furs, which he could 
easily compare with “the blessed 
moon which tips with silver all) 
these fruit-tree tops.’’ Not to men- 
tion lotions for the lady who “ded- 
icates her beauty to the sun.” 

Keats could take over the adver- 
tising of television receiver sets by | 
describing them as “charmed mag- 
ic casements.” 

And imagine what Lord Byron 
could do with the perfume busi- 
ness. 


—William T. Polk, in the Daily News, 
Greensboro, N. C. 


How About Recipes? 


The question is being asked: Do 
recipe advertisements win reader- 
ship for the recipes but not the. 
products? A leading New York 
agency thinks the food business is 
making a bad mistake by concen-| 


/a hotly competitive field, 


trating too heavily on recipes. In 
it is 
claimed, a company is donning a 
strait jacket by adopting the same 
general type of advertising as its 
competitors use. Recipes attract 
high readership, but since self- 
service now dominates food re- 
tailing, advertisers must pre-sell 
the brand more strenuously. 


—Fore-Words, column in Marketing, 
Toronto, Dec. 27 issue. 


Newspapers Gain By 


_Consolidations: Biggers 


The subject assigned to me read: 
“Newspapers Are Here to Stay— 
Even the Combinations.” I have 


tried to show you how combina-. 


tions are inevitable... 
Atlanta may not be aware of it, 
but Atlanta is getting better news- 


papers than it ever did. Newspa-. 
per standards of editorial objec- | 


tivity and fairness and integrity 
are immeasurably higher than they 


were a generation ago. But it is) 


much easier to fight hard to main- 

tain those standards when news- 

papers are economically sound. 
Newspapers can’t have a vigor- 


ous editorial policy when they are | 


1953 


Rough Proofs 


That new advertising medium, 
laundry shirt boards, promises to 
provide terrific competition for 
_parking meters, street benches and 
trolley car transfers. 

} 


What this country needs, Lever 
Bros. has decided, is not only a 
good 5¢ cigar, but also a good 5¢ 
‘toilet soap—Swan. 


Raisin growers, sold on their 
own product, have acquired a new 
supply of iron, and will soon be 
| asking the public again, “Had your 
iron today?” 


Political analysts are already 
| figuring the impact on the 1972 
Presidential election of the recent 
record-breaking crop of babies, 
| who even now have acquired a 


|large voice in domestic affairs. 


“The humble diaper,” says Mod- 
‘ern Romances, “truly represents 
| the great change that is happening 
|} in this country today.” 

_ Such as the strategic role played 
_in modern life by that indispens- 


-able invention, the Di-dy service. 
| 


Dorian Leigh, playing “the 
temptress who sells Revlon’s ‘Fire 
and Ice’ lipstick and nail enamel,” 
is “America’s most talked about 
glamor girl.” 

And they’re talking about the 
moment when the fire melts the 
ice. 


7 

| 

{ Jim Woolf, the sage of Santa Fe, 
| says advertising often operates like 
|a delayed-action time bomb. 


And the adman’s job is to get the 
| detonator to work a little faster. 


© 
| Container Corp. says it’s going 
to continue that series of “great 
ideas” ads. They’re a great idea for 
| the copywriter tired of having to 
count the coupons. 


Minit-on, a new type of tire 
chain to be advertised next season, 
goes on and off in a jiffy, and if 
you should have any trouble, the 
advertiser will supply a pair of 
| plastic sleeve guards. 


worried about meeting the pay-| 


roll. Newspapers can not always) 
come out swinging fearlessly on) 


some local issue when they want 
to if they are embroiled in some 
terrible competitive situation that 


has sapped their economic inde-| 
| pendence. 


Competitive termites 
can eat the foundation out from 
under any good newspaper over a 
period of time. 

It seems to me that where there 
have been consolidations and mer- 
gers and so-called monopoly own- 
erships of the morning and even- 
ing papers have resulted, the re- 
sulting product has been better in 
most every instance than the news- 
papers that preceded it. With few 
exceptions, the best newspapers 
do not have competition in their 
fields and in many instances, both 
of the newspapers are under one 
ownership. 


—George C. Biggers, president, At- 
lanta Newspapers Inc., speaking at a 
meeting of the southeastern chapter, 
Four A's, in Atlanta. 


The Post Office snarl provides 
an interesting object lesson for 
individual enterprisers in showing 
what happens when a business be- 
comes hopelessly entangled in its 
own red tape. 


“Anderson & Cairns predicts 
possible 1955-56 recession,”’ reports 
the world’s greatest advertising 
journal. 

Well, you can take a couple of 
long breaths in 1953 and 1954, any- 
way. 


Burger Brewing Co., in offering 
to up the ante for the Cincinnati 
Reds’ broadcasts if they finish in 
|the first division, may persuade 
the manager to use the great Rog- 
ers Hornsby as a pinch hitter. 

Copy Cus. 


sig art. a. 
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NEW SALES OPPORTUNITIES BOOM IN 


DELAWARE VALLEY 
U.S.A. 


oe» THE GREATER PHILADELPHIA MARKET 


Expanding industry blankets Delaware Valley with 112 billion 
dollars worth of boom. Bigger payrolls bring heavier spend- 
ing by 14 million prosperous families. Retail sales now top 


4 billion dollars a year...and it’s only the beginning! 


Constructive promoter of Valley welfare, THE PHILADELPHIA 
INQUIRER earns friends the length and breadth of this area. 
With more than half of Valley residents and buying outs/de 
Philadelphia, advertisers find such intensive coverage mighty 
important. That’s why INQUIRER advertisers’ sales increase 


and why INQUIRER advertisers increase. 


Che Philadelphia Mnguirer 


Constructively Serving The World’s Greatest Industrial Area 


PENNS YE VANIA 
[ edteall 


L.. omen 


cnesten P@ ty oe 
oor  ottawace Im 


county 


CUMBERLAND 
county 


Now in its 20th Consecutive Year of Total 
Advertising Leadership in Philadelphia 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260, West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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If You Don’t Have 
Competition, Make 


Some, Says Sherover 


New York, Jan. 13—If you’re in 
a business that has no competition, 
then the best way to prosper is to 
set up your own competition, ac- 
cording to Max Sherover, presi- 
dent of the Linguaphone Institute. 

Speaking before a joint meeting 
of the Metropolitan Advertising 
Men and the Assn. of Advertising 
Men, Mr. Sherover outlined the 
history of his company and told 
how he set up a company to com- 
pete with himself in the sale of 
language courses. 

Linguaphone Institute courses 
now sell for $57.50. At the time the 
competing company was founded 
a course could be had for $50. The 
institute refused to cut the price 
of its courses and as a result was 
left with many inquiries—secured 
at considerable expense—which 
could not be turned into sales be- 
cause of price resistance. 

“I found that many people were 
$15 language buyers, but not $50 
buyers,” Mr. Sherover explained. 


# After the institute had run the 
gamut of its sales letters, to no 
avail, the prospective language- 
learner received another direct 
mail piece, from a new company, 
which said something like this: 

“We understand that you are in- 
terested in learning a language and 
are prepared to offer you a $15 
course.” 

The course was similar to that 
of the Linguaphone Institute, ex- 
cept that it was one-third as com- 
prehensive, and the offer pulled 
well, according to Mr. Sherover. 

In fact, Mr. Sherover said, later 
the buyer frequently was induced 
to buy an advanced course which 
added up to the original $50 price. 

And here’s the clincher: Mr. 
Sherover said his letters told the 
prospects that the course could be 
offered so cheaply because the 
company does not spend its money 
on advertising! 


Canada Sales Execs Elect 

G. K. Verley, British America 
Paint Co., has been elected presi- 
dent of the new Sales Executives 


Ofticial Inaugural Program 
Will Carry No Advertising 
Joseph C. McGarraghy, chair- 


published in Washington, “will not 
Pro- | 
gram.” The NBBB said it has re-| 


be the official Inaugural 


ceived inquiries from business men 


|man of the Inaugural Committee who have been solicited for ad- 


1953, Washington, D.C., has ad- 


Bureau that there will be an offi- 
| cial program published in connec- 
tion with the inauguration of Gen. 


dent, but it will contain no adver- 
tising. 


vised the National Better Business | 


Dwight D. Eisenhower as Presi-| 


Mr. McGarraghy said a proposed staff. Ray Jones is now v.p. 
“Speciai Souvenir Inaugural Edi-| charge of sales, and George Henn 


| 


vertising in The Diplomat’s edition. 


Philip Morris Overhauls 

Sales: Promotes Key Men 
Philip Morris & Co., New York, 

has made a series of top level pro- 

motions in the sales and promotion 

in 


tion” of The Diplomat, a monthly v.p. in charge of sales and adminis- 
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tration. Roger Greene is advertis- 
ing manager, and Robert Larkin 
has been promoted to sales promo- 
_tion manager. Others are George 
| Harris, Dunhill sales director; 
Joseph Cahn, military sales direc- 
tor, and Bree Johnson, in charge 
of the field sales force. 


Snider Labels to Hunt Foods 
| Hunt Foods Inc., Fullerton, Cal., 


_packer, has purchased the Snider 
| condiments business from General 
| Foods Corp., New York. The pur- 
'chase includes the Snider recipe, 


label and trademark, and the Sni- 

der plants at Albion, N. Y., and 
Fairmount, Ind., which are in 
areas where Hunt has had no pre- 
vious facilities. The Snider label 
will continue in full use. Snider 
| condiments include catsup, chili 
| Sauce and cocktail sauce. 


Kreeger to ‘Washington Post’ 


William H. Kreeger Jr., former- 
ly research director for the Mil- 
waukee Sentinel, has joined the 
advertising promotion department 
‘of the Washington Post. 


Club of Victoria, B. C. Other of- | 


ficers elected are Stan Kendall, 
sales manager for J. M. Wood 
Motors Ltd., v.p., and A. W. J. 


Smith, sales manager for B. C. 


Electric Co., secretary-treasurer. 


Better Proof Books 


for your campaigns 


Burrelle’s loose leaf proof 
books are worthy of your best 
advertisements sturdy 
enough for the reception room 
or front office ... handsome 
enough for a Board of Direc- 
tors .. . covers of maroon 
leatherette are embossed in 
gold with your firm name, ac- 
count name or other line of 
identification. Perfect for a 
presentation. 


Easy-to-open binding posts 
and heavy plate manila loose 
sheets, scored to lie flat, permit 
the grouping of proofs, radio 
script and news items in order 
and sequence. The manila 
sheets are particularly suit- 
able for holding photo prints. 


Made in two sizes — Magazine 
and Newspaper. Magazine size, 
12” x 15”, with index page, 75 
sheets (150 pages) and one 
line embossed in gold on cover. 
$7.90 plus 29 cts. postage. 
(Extra embossed lines 80 cts. 
per line). Allow 10 days for 
delivery. 


PRESS CLIPPING BUREAU 
165 Church St., New York 7! 
Est. 1888 BA 7-5371 


| 
| 
| 
| 


some Spots are better 


For the best spot, at the right time, at the right place 
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Claims Jewelry Ad Record Lee stations in California. The United Introduces | paper Decorating Center was the United began its center project 

Lewin, Williams & Saylor, New 8'ocery chain will add other Don) result of two years of research and following a survey which showed 
York agency, in 1952 reportedly Lee affiliates as markets are) Its New Wallpaper ,development costing more than| that 91% of the housewives start- 
exceeded any previous annual | = ro wine orenagg | — eg | $100,000. ing to shop for wallpaper have in 
record for advertisin laced in “asters vertising, LOS Angeles, | 1 Hg , mind a preferred basic color such 
jewelry trade papers, with a total is the agency. Decorating Center Pte sien wed pore tae rey re as gen, gray or brown. The cen- 
of 390 pages in nine publications | Cuicaco, Jan. 


13—The “most wallpapers and Nancy Warren) ter capitalizes on this, and elimin- 

To Richard G. Montgomery important” wallpaper merchandis-| wallpapers, which are grouped by | ates confusion resulting from mix- 
Parker Fortified Farm Products,| ing change since sample books| background colors. It occupies| ing colors in sample books. 
Portland, Ore., manufacturer of were introduced 50 years ago was about seven square feet of a re- 


Maytair Backs Coast Quiz ye: ne gg aa pointed Unveiled this week by United/|tailer’s floor space and features | ® The center has wallpapers ar- 


Mayfair Markets Inc., Los Ange- Richard G. Montgomery & Associ- | Wallpaper Inc. 'more than 500 different papers. A| ranged in ten basic color groups. 
les, has signed to sponsor “Quick, ates, Portland, to handle its ad-  E. W. Reem, v.p. and general special locking device allows re-| It also has small samples of “Tex- 
What’s the Answer?” on five Don vertising. sales manager, said the new Wall-'tailers to keep samples current. ture Effects” and “Miniature 
Prints” papers to allow customers 
to make choices and lay them 
against wallpaper selections. 

United plans to use b&w pages 
in American Home, Better Homes 
& Gardens and Life in March and 
April.to promote the center. Each 
magazine will get two insertions. 
Five or six business publications 
will carry two-color pages. 

United is also using a _ color 
movie called “She Knows What 
She Wants” to introduce the center 
to distributors and retailers. 

Ruthrauff & Ryan here is the 
agency. 


for six clients. This is about 12, 
pages above the 1951 record, the! 
agency says. 


Marvin Potts, Chicago Art 
Head for FC&B, Made a V.P. 


Marvin Potts, art director in the 
Chicago office of Foote, Cone & 
| Belding, has been elected an agen- 
ley v.p. 

Mr. Potts is re- 
|sponsible for art 
'direction on the 
j}accounts of Fri- 
gidaire division, 
| General Motors 
| Corp., and Impe- 
|rial whisky, pro- 
duced by Hiram 
| Walker Inc. He 
| joined the agency 
| in 1947, and prior 
|to that he was 
with Young & Rubicam, New York. 


ame aie t 
= 


Marvin Potts 


5 pe ea 
had oe 


Republic Makes New Kitchens 


Republic Steel Corp., Berger 
Mfg. division, Canton, O., will 
manufacture and market a new 
line of steel kitchens under its 


“tag Ae ~s © own trade name early this spring. 
ic ~ 2 R. W. Helms, general manager of 
"h > : = ? the Berger division, will direct the 
f°" yea: | , ' new steel program. Republic is 

S 4 : Me creating a new national sales staff 
* with distributors and dealers lo- 
% ‘ ese 


cated throughout the U.S. 


Exchange Gets Coca-Cola 
London Press Exchange, an af- 


filiate of Ellington & Co., New 
York, has been named to handle 
of Nn Ors Coca-Cola advertising in England. 


Steel-Rod...Wire... Band Iron...Metal 


DISPLAY RACKS 


Boom or bust... it’s all in the way you plot the spots. And representing manufactured in quantity to your exacting 
F : . , nS TELEVISION STATIONS: specifications. 
it’s a story with a happy ending every time you use the television 


NO product is TOO 
stations represented by NBC Spot Sales. 


INUIT aT V2 / 
'| difficult to display | |!) NIV, HIS? NV 
WRGBSchienectady- on a MAYER built alii i; 


Albany-Troy rack. Canned THe WEART OF voue cae 
: é : ; WNBT New York Packaged 
These stations take a personal interest in making your spot TV WNBQ)  Chicavo nd 
. . . . . . . . Botts 
advertising a sales success. Their merchandising activity, for instance, ae 6 Angee om 
wPeTz Philade Iph 4 Contained 


has paid off for advertisers in nine leading markets. Direct Over 30 years of 
Know-How" be- 
hind every display 
we make. We have 
served thousands 
of nationally 
known concerns 
who effectively 
merchandise their 


WBZ-TV Hoxton 
mail... point-of-sale displays . .. on-the-air and newspaper promotions WNBEK = Cleveland 


er WNBW Washington 
... alls ¢ ev o ts by loc: 7 -son; s ‘ ” 
calls on key outlets by local TV personalities . .. all these KPTV Portland, Ore. 


and more help sales curves climb. 


! 
! 
| 
| 
| 
‘ = : 4 | 
By every measure, spot TV advertising is your best media value RADIO STATIONS: display racks 


. products on 
representing MAYER built 
today. Just call your NBC Spot Salesman now and you'll be all smiles KNBC = San Francisco 
N 
when you plot the spots on your next sales chart. B WHAM = Cleveland 
. , An attractive 
were Washington MAYER built 
WNBC New York Display Rack will 
substantially in 
WMAQ Chicayvo crease your sales! 
SPOT SALES 
It i 4 
nabe ts > Bos Boinas 2, ——— 
30 Rockefeller Plaza, New York 20, N. Y. Sketches «| 
"Ls , P . . ° FREE Quotations | 
Chicago Cleveland Washington San Francisco Bai dal of Gedlanase 
Los Angeles Charlotte* Atlanta*  *Bomar Lowrance Associates one canes ae & 


your service. Just give 
us a few fundamental 
facts together with 
any ideas of your 
own: we will forward 
our suggestions #& 
promptly. Send sam- f 
ples of product to be 4, 
displayed for quick 


reply. DEPT. AA : 
MAYER MANUFACTURING CORP. 
3130 W. Sist St. Chicage 32, Ul. 


PHONE: REpublic 7-2000 
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Michelson Produces TV Spots | specialties, has appointed Lee An- 
Charles Michelson Inc. New | dersen general sales manager. Mr. 
York maker of radio transcrip. | Andersen formerly was assistant 
tions, has entered the television | advertising manager for National 
field with what it says is the first | | Lock Co., Rockford, Ill., manufac- 
open-end spot announcement li- | turer of cabinet hardware, build- 
brary film service for TV stations. | ¢"S’ hardware, and locks. 
The one-minute spots will go on 
the market Feb. 1 and will be 
available to TV stations only on 
an annual subscription basis. 


Andersen Named Yoder S. M. 


Yoder Mfg. Co., 
Ark., maker of automobile and bi- over the Columbia Broadcasting 
cycle accessories and hardware | System network. 


| GE Sponsors Jane Froman 


The lamp division of General 
| Electric Co., Cleveland, has begun 
|sponsoring the Thursday TV 
'broadcasts of “Jane Froman’s 


Incomplete ... like a 
media schedule without The Elks 


Over one million mature family men, with incomes 
double the national median, want your ads to succeed 
in The Elks. It is their magazine, fraternal in nature, 
national in scope, high in editorial excellence. At only | 
$2.14 per page per thousand, The mike delivers a mass 
market with class incomes. 


THE 


—~ 


MAGAZINE beers 


NeW YORK « CHICAGO « DETROIT « LOS ANGELES ‘ 


john j- dutty, 


stuqaios 


6 East IMA Sireet 
Murray Hill 54404 


photography in 
ell its phases... 


Industrial » Food 
Hill. Life » Mlustration 


earbros - ektachromes - black and ~~ )°03 


Little Rock, | U.S.A. Canteen,” 7: 45-8 p.m., EST, 


. In this study, which includes 110 | 


extent to 
| markets. One is buying power, an- 
‘other is availability of merchan- 


Curtis Study Gives 
Data on ‘Market 
Areas in the U.S.’ 


PHILADELPHIA, Jan. 13—The fact 
that ours is a “nation on wheels” 
makes the material standard of liv- 
ing of small towns and farms gen- 
erally as high or higher than that 
enjoyed in the cities. 


search department of Curtis Pub- 
lishing Co., in its foreword to a 


That is the opinion of the re- 


/new study on “Market Areas in the | 


United States.” 

The automobile “extends the ac- 
_tive shopping area of a trading 
center out to where it touches or 
overlaps and competes for trade 
with that of the next city perhaps 
100 or 200 miles away,” the fore- 
word points out. 

America is unique in that peo- 
ple can get to stores to buy mer-. 
chandise, the department declares. | 


It is this mobility which makes | 
| those with buying power a part of | 
‘the market. 


| 
| 
| 
| 


pages of detailed data on Shopping | 
Lines Store Sales and Convenience | 
Goods Store Sales by town, city | 
county and state, is also included | 
a large map of the U.S. indicating | 
these thousands of markets. The 
data include rank of market area | 
a Curtis Market Index, households | 
and total retail sales on a percent- 
age basis compared to the nation’s | 
totals. 
The foreword defines what. 
makes markets. 
“Markets are people, but experi- 
ence shows that not all people or 
groups of people are equally good 
markets for any given type, grade 
or brand of product,” it explains. 
Four basic factors determine the | 
which people become 


dise, a third consists of facilities 
for buying, and the fourth is what 
people think. The latter is called 
the “final element controlling the 
very existence of products.” 


Sanson Hosiery Boosts Ads 


Sanson Hosiery Mills Inc., 
| York manufacturer of Picturesque 
stockings for women, has launched 
“the broadest advertising coverage 
‘in its history.” Fashion, women’s 
‘service and _ trade _ publications 
‘have been scheduled for spring. 
Dealer helps and point of sale aids 
|designed to emphasize the new 


New 


| “Compare and you'll wear” theme 

will be used also, as well 
iseries of ads in the New 
/Times, and a national publicity 
| program. Ben Sackheim Inc., 
| York, is the agency. 


Admiral Appoints 1, Boosts 1 

Admiral Corp., Chicago radio 
|and television manufacturer, has 
|appointed Robert L. Anderson 
| manager of the new market and 
|'research department. Mr. Ander- 
|son formerly was research mana- 
|ger of the central division of 
American Broadcasting Co. He has 


served also as a Statistician for J. | 


Walter Thompson Co. Joseph R. 


aS a 
York | 


New | 


Gransee has been promoted to as- | 
sistant to the advertising director. 


Mr. Gransee joined Admiral in 
1949, and has been assistant office 
manager. 


Promotes Robert M. Tucker 


Robert M. Tucker, with the di- 
vision since 1928, has been pro- 
moted to general sales manager of 
the Russell & Erwin division of 
American Hardware Corp., New 
Britain, Conn. He succeeds L. Cur- 
tis Booth, who has been advanced 
to v.p. in charge of P. & F. Corbin 
sales. 


Form Reed Advertising 


Ralph S. Reubin and Nathaniel 
S. Edelman, who both recently re- 
signed from Sterling Advertising 
Agency, have formed Reed Adver- 
tising Inc. at 267 Fifth Ave., New 
York. The agency will service ac- 
counts in the fashion, textile, 


‘leather goods and accessory fields. . 


Advertising Age, January 19, 1953 


Getting Personal 


The New Year brought a new grandchild to James T. Aubrey, 
chairman of Aubrey, Finlay, Marley & Hodgson, Chicago, when 
movie actress Phyllis Thaxter and her husband, James T. Aubrey 
Jr., became the parents of a second child and first son. The baby’s 
father is an executive at KNXT, Hollywood... 


Fred Thomas, p.r. director at WKRC-TV, Cincinnati, was having 
a babython while the station’s cerebral palsy telethon was being 
conducted Dec. 6-7. Mrs. Thomas gave birth to a boy on Dec. 7, and 
he’s been named Steven... 

Look’s Jan. 13 issue paid tribute, in its “Look Applauds” feature, 
to Thomas D’Arcy Brophy, chairman of Kenyon & Eckhardt, New 
York, citing his work for the American Heritage Foundation, Ad- 
vertising Council and many other activities for the good of the na- 
tion... 

Quaker Oats Co.’s president, Donald B. Lourie, and his wife will 
be looking for a place to live when they are in Washington for the 
inaugural ball, now that he’s been made Under Secretary of State 
for administration in the new administration...Jan. 24 will be the 
wedding day of Amon Carter Jr., president of the Fort Worth Star- 
Telegram, and George Ann Brown. Amon Carter Sr., publisher of 
the newspaper, will be his son’s best man... 


advertisers have 
retiring advertising repre- 
sentative for Fortune. It adds up to a record number of 2,405 pages that the dean 


FIVE MILLION DOLLARS—That’s approximately what Time Inc. 
spent in the last 22 years through A. M. “Doc’’ Carey, 


of Time Inc.’s ad sales force has accounted for. ‘Doc’ is shown at a farewell party 

flanked by Fortune ad director Bart Hydorn (left) and ad manager Pete Calla- 

way. Much of the adman’s time will now be devoted to his hobby of collecting 

and cataloging antique firearms and to completing three comprehensive works 
on the subject. 


There will be a get-together of Chicago ad families in the spring 
when Patricia Anne Buell (Glenn, Jordan & Stoetzel agency), daugh- 
ter of Joe Buell (National Transitads), marries Bob Keim (The 
Branham Co.), son of George Keim (Chicago office, New York 
Times).. 

Walther Buchen, head of the Buchen Co., who has been on several 
African expeditions in the interests of the Chicago Natural History 
Museum, has been elected a trustee of the institution. He fills the 
vacancy created by the death of Leopold E. Block, honorary chair- 
man of Inland Steel... 

Francis 8S. Murphy, editor and publisher of the Hartford Times, 
plans to retire next summer after nearly 55 years with the Con- 
necticut newspaper. Joining the Times in September, 1898, as office 
boy, he became successively office manager, assistant ad manager, 
and ad manager. When the Gannett group acquired the Times in 
1928, he was named business manager and ad director. He became 
general manager in 1935, publisher in 1944, and editor and pub- 
lisher in 1951... 

“Flower money” went to charity when Lorraine Day, copy chief 
at Gourfain-Cobb Advertising Agency, spent Christmas Day in 
Chicago’s Michael Reese Hospital recovering from surgery. . .Ber- 
nard Barth, assistant director of TV at WLW-TYV, has joined the 
facuity of the University of Cincinnati, where he will lecture on 
radio and TV advertising techniques. James D. Shouse, chairman 
of Crosley Broadcasting Corp., is chairman of the university’s board 
of trustees... 


H. J. Lavin, assistant to the publisher of Johnson Export Pub- 
lishing Co. (American Exporter and others), New York, is on a 
seven-month trip to Mexico and Central America...J. R. Pershall, 
president of J. R. Pershall Co., has been appointed volunteer public 
information chairman of the Chicago chapter of the Red Cross... 

Friends of the Boston Symphony Orchestra has a new vice-chair- 
man: Frank Hatch, chief of BBDO’s Boston office. ..Publicity chair- 
man for the Red Cross drive in Cincinnati is W. T. Kilduff, sales 
promotion manager of H. & S. Pogue Co. He was co-chairman of 
last year’s successful campaign. ..On the Coast, Arthur Hull Hayes, 
general manager of KSBS, San Francisco, is working at the chair- 
manship—for radio—of the March of Dimes campaign... 

William E. Wright, president of Wright-Campbell Advertising, 
Chicago, has been deep-sea fishing in the Florida Keys with his TV 
announcer friend, Ed Cooper...Webley Edwards, originator and 
producer of “Hawaii Calls,” wartime CBS editor for the Pacific 
Theater, and a representative in the Territorial legislature, has been 
named executive producer of Radio Honolulu’s KONA-TV... 

Jerry Peskin, sales mgr. of Industrial Publications, Chicago, and 
Mrs. Peskin welcomed Lawrence, a 6 lb. 11 oz. bundle from heaven, 
at Highland Park Hospital Christmas eve. He is the Peskins’ second 
child, and first son... 
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The less swivel the less drivel! That, we feel, is a basic concept 
in editing a business publication. It is a yardstick 
that is applied to practical | builder day in and day out. 
You can’t sit in your chair and see| what’s going on around the corner. 
It’s easy to“sit pretty” and dispense glamour 
that hides a poverty of ideas.| It’s hard to get down to earth 
and dig up practical material that) gives the reader what he wants... 
and gives the advertiser, what he wants: the most 


favorable climate for the sale of| his product. In PB you get both! 


Advertiser-response depends on 
reader-response. Not so long ago the 
editors of Practical Builder 

offered a reprint of a PB series on 
Motels and Resorts. Result ? 

We received 3953 requests. Proof positive 
that PB readers believe and act on 
everything that appears in its pages! 


© INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3 
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RANKING: ADVERTISING PAGES 
* 
— Top 30 magazines 
} 1950 1951 1952 
ye : RANK MAGAZINE RANK MAGAZINE RANK MAGAZINE 
= 1 Saturday Evening Post 1 Business Week 1 Business Week 
& 2 Life 2 Saturday Evening Post 2 Saturday Evening Post 
3 ' 3 Business Week 3 Life 3 New Yorker 
i 4 New Yorker 4 Time 4 Life 
" 5 Time 5 New Yorker 5 Time 
a 6 Newsweek 6 Newsweek 6 Newsweek 
2; 7 Vogue 7 Vogue : 
i 8 Good Housekeeping 8 Better Homes & Gardens 7 U.S.NEWS & WORLD REPORT» 
r 9 Better Homes & Gardens 9 Good Housekeeping ; 
= 10 Collier's 0 Collier's — 
ee = U.S.NEWS & WORLD REPORT [BMMCIUCSELURSIOTTS 
p 13 Popular Science Poo , oa 
bl 14 Ladies’ Home Journal 12 Loo re , 
f | 15 House Beautiful 13 Popular Mechanics 13 Good Housekeeping 
% 16 Harper's Bazaar 14 Fortune 14 Popular Science Monthly 
17 Seventeen 15 House Beautiful 15 House Beautiful 
ce 18 Glamour 16 Ladies’ Home Journal 16 Look 
: * S| 19 Country Gentleman 17 Harper’s Bazaar 17 Harper's Bazaar 
; + 20 Fortune 18 Mademoiselle 18 Sunset Magazine 
i 4 21 House & Garden 19 Glamour 19 Modern Industry 
22 Successful Farming 20 House & Garden 20 Seventeen 
Farm Journal 21 Seventeen 21 Ladies’ Home Journal 
Kos Mademoiselle : 22 Country Gentleman 22 House & Garden 
: ! : . me §=623 Successful Farming 23 Progressive Farmer 
; U.S. NEWS & WORLD REPORT  MiSmcuuetUTE) 24 Mademoiselle 
< 25 Modern Industry 25 Farm Journal 
is 26 Cue 26 Sunset Magazine 26 Successful Farming 
bs 27 Progressive Farmer 27 Cue 27 Country Gentleman 
if 28 Woman’s Home Companion 28 Progressive Farmer 28 Glamour 
f 29 Modern Industry 29 Charm 29 Charm 
; 30 Sunset Magazine 30 Woman's Home Companion 30 Cue 
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RANKING: ADVERTISING GROWTH | 
: | —News and Management magazines : 


TOTAL - 
ADVERTISING 
PAGES 


PAGE GAIN 
OR LOSS 


% GAIN 
OR LOSS 


Reported by Publishers Information Bureau— 
Full year 1952 


: U.S.NEWS & WORLD REPORT | 2,264 | + + 39.97% 


NATION’S BUSINESS + + 17.2% 


BUSINESS WEEK | 9, + + 13.87% 


FORTUNE | 1, + + 10.6% 
| NEWSWEEK | 3, + + 9.17% 


TIME | 3, * - 6.9% 
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Citrus Group Names Patterson | 


Florida Citrus Commission, 
Lakeland, has appointed Paul S. 
Patterson, formerly advertising 
and merchandising manager of 
Dieck-McJunkin Dairy Co., Pitts- 
burgh, advertising manager, effec- 
tive Feb. 1. He succeeds Ralph H. 
Henry, now director of merchan- 
-_ and advertising. The com- 

Ssion’s current budget calls for 
$2,600,000 to be spent on consumer 
advertising. 


Campbell Promotes Shenfield 
James P. Shenfield, product ad- 

vertising manager, has been pro- 

i e As — romotion man- 
er of Cam 

ya p up Co., Cam- 


Ehalt Joins Lee English 

James A. Ehalt, former! with 
Corday & Gross, Cleveland, has 
been named an account executive 
vad = English & Associates, Pitts- 


ADVERTISING SPACE SALESMAN 


@ for leading national consumer magazine. Middlewest and Chicago 
territory. Experience as Product manager (or in sales) for national food 
advertiser valuable. Base salary plus commissions. Excellent opportunity 


for producer to earn in the five fig 


Personal interview will be selected on basis 


wre bracket. Applicants invited for 
of complete history in 


Ofters TV Films for Beer 


General Display Products Co., 
St. Louis producer of merchandis- 
ing and point of sale materials for 
regional brewers throughout the 
country, has entered the television 
beer commercial] field. The com- 
pany has introduced its TV film 
commercial series designed for 
purchase on a new cooperative 
as plan. The film was created 

: company and produced b 
Five-Star Productions, Hollywood 


Royal Chemical Backs Radio 
Consolidated Royal Chemical 
Corp., Chicago, ll sponsor the 
new weekly “Roy Acuff Show” for 
52 weeks beginning Friday, Jan. 
16, 8-8: 30 p.m., CST, for two of its 
a. — Elixir and Kolor- 
5 ts) m i i 
jek ng y Inc., Chicago, is the 


Finders Mfg. Co. to Gross 


Advertising Age, January 19, 


Department Store Sales... 


1933 Sales Off to Running Start 


WASHINGTON, Jan. 
ment stores started 
year on a happy note, as sales in 
the week ended Jan. 3 averaged 
5% higher than in the same week 
last year. 

It was the fifth straight week in 
which stores had exceeded their 
dollar volume of a year ago. 

Only Federal Reserve districts 
reporting declines were New York 
Philadelphia and Chicago. : 
Biggest gains by city were 37% 
in Portland, Ore., 46% in El Paso 
and 36% in Oklahoma City. 


os % Change 
Federal Reserve oe ag 
District and City sO" “s ~ 


. All ‘ 
reply. All correspondence hald in strict confidence. nesund Knee: a Chicago, has UNITED STATES a 
-tvl. Gross Co., Chicago, ston District 
enka 369, ADVERTISING AGE handle advertising of its Melifeon hee 2 72 = 
E. Illinois St., Chicago 11, HI, household appliances. Consumer Lowell-Lawrence 5 4 “- 
. and trade publications will be used Springfield ilk Saat 5 53 15 
— as well as newspapers. New York District”. -_ a 
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1947-49 equals 100 


Week to Jan. 3, ’53*....p80 
Week to Jan. 5, ’52*.....76 
Week to Dec. 27, ’52*....146 
Week to Dec. 29, ’51*....92 
Week to Dec. 20, ’52*..237 
Week to Dec. 22, ’51*..228 


*Not adjusted seasonally. 
pPreliminary. 


Newark 4 1r55 —3 
Buffalo . 12 + r50 7 
New Yor —2 r45 —8 
Rochester 5 42 14 
Syracuse ... 2 r39 1 
Philadelphia r4 48 —5 
Philadelphia 2 40 —5 
Cleveland District 7 51 ll 
Akron ......... 5 37 26 
Cincinnati 8 56 16 
Cleveland 9 54 10 
11 71 20 
7 78 16 
3 57 16 
7 34 3 
7 47 6 
12 59 —2 
2 28 16 
5 r69 15 
Birmingham . 4 r8 —4 
Jacksonville —2 89 bd 
.. 11 r69 27 
Atlanta 58 24 
Augusta rl0 = =—r88 2 
New Orleans 3 75 7 
Nashville ....... - 0 72 14 
Chicago District ............... 5 60 —!I 
i —l 63 —12 
Indianapolis 8 45 12 
SINE “idsicncsbecandsiontneseetncsines 14 66 9 
Milwaukee eniis 3 59 7 
St. Louis District ............ 4 59 21 
OY aa 0 55 ll 
ae 1 75 19 
St. Louis Area 5 53 23 
IEE iicdectebstnctdesspcsscosee —3 81 16 
Minneapolis District 5 56 6 
Minneapolis 7 53 8 
js ee 3 63 4 
Duluth-Superior .......... —2 4 —l 
Kansas City District ...... 2 45 12 
i - ae 44 6 
TI ccsccunsscenissomnenreseres 5 bd ° 
Wichita ............. i | 37 ba 
Kansas City ... 5 aa 10 
St. Joseph ........... —7 39 2 
Oklahoma City .... 5 47 36 
(eee 5 51 19 
Dallas District 4 ré68 10 
> wr 8 53 12 
El Paso ........... 2 82 46 
Fort Worth —1 47 19 
(Een 7 76 16 
San Antonio ................ 1 78 =—2)1 
San Francisco District .. —1 74 5 
Los Angeles Area ...... 2 82 1 
Downtown Los 
Angeles .........0c00.002 ll 65 —3 
Westside Los 
Angeles —2 65 —3 
Oakland ........ 2 5 
San Diego —5 78 16 
San Francisco ................. —3 83 —11 
ee 3 63 37 
Salt Lake City .. —l 64 5 
aa 4 66 7 
SII arssstiittandeciriccsesive 13 50 9 


r—Revised. 
*Data not available. 


McCollough Heads ‘Textiles’ 


Alfred H. McCollough, executive 
v.p. of Rayon Publishing Corp., 
New York, has become publisher 
of Modern Textiles Magazine. He 
succeeds Francis A. Adams, pub- 
lisher of the monthly magazine for 
more than a quarter century. Mr. 
Adams has become chairman of 
the board. With the January issue, 
the magazine has eliminated the 
advertising which has appeared on 
the cover. New typography ap- 
pears in the inside pages. 


Mold-Craft Inc. Moves 


Mold-Craft Inc., formerly of 
Milwaukee, has moved to Port 
Washington, Wis. The company 
makes molded rubber compound 
displays. R. S. Humphrey, former- 
ly assistant advertising manager of 
Bauer & Black, has been named 
sales manager of Mold-Craft. 


FOR THE GRAPHIC ARTS A MUST 
A size for every purpose. Sold 
by Stotienery, Artist Supply and 
Photographic Dealers every- 
where 


UNION RUBBER & ASBESTOS CO 
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Haire Writers Use GE Promotes Two to S.M. | 
| The receiver department of Gen- | 


Walkie-Talkies at eral Electric Co., Syracuse, has 
/promoted Raymond V. Buivid to 
Furniture Meeting 


|radio sales manager and Thomas 
J. Nicholson to parts sales man- 

Cuicaco, Jan. 13—Julien Elfen- | ager. Mr. Buivid has been with 
bein, editorial director of the home | GE for six years and Mr. Nichol- 
furnishings publications of Haire | 5°" for ten years: 


Publishing Co., |Campbell Names Shentield 


gave a demon- 
stration of the James P. Shenfield has been 
named general promotion manager | 


SS eer | of Campbell Soup Co., Camden, 
| N. J. 


cation yesterday 


Hall to FC&B Coast Office 
Lynn H. Hall, with the adver- 


tising department of Hyster Co., 
Portland, Ore., maker of industrial | 


equipment, has been appointed 
production manager of the Port- 


land office of Foote, Cone & Beld- | 


ing. 


Cassatt Promoted to S. M. 


Robert F. Cassatt, ad manager of 
Fedders-Quigan Corp., Buffalo, 
has been promoted to sales man- 
ager of the refrigeration appliance 
division. 
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Appoints Hirshon-Gartield | Two Join Chicago Ad Staff 


B. G. Phillips & Co., New York Two new members have been 
investment counselor, has named | added to the Chicago advertising 
Hirshon-Garfield, New York, to sales staff of U. S. News & World 
handle its advertising. An ex- |Report. They are Martin H. Strand- 
panded media schedule to include bergh, formerly with American 
television is planned. Airlines, and Crawford L. Elder 

| Jr., previously with General Mills 


Hughes to ‘Screen Process’ ‘Inc. 
Robert J. Hughes, formerly with. 


G. P. Gundlach & Co., Cincinnati Elects Byron Bonnheim V.P. 
‘agency, has been named produc- | 


Byron Bonnheim, an account ex- 
tion manager of Screen Process, ecutive with Weiss & Geller, Chi- 
a new publication of Times Pub- cago, for the last five years, has 
lishing Co., Cincinnati. been elected a v.p. 


in a talk before 
a meeting of the 
Chicago Business 
Publishers Assn. 

He told of the 
use of a walkie- 
talkie by Haire 
editorial men 
covering the furniture show in 
Chicago, and established contact 
by radiophone with Lawrence 
Sizer, v.p. in charge of public re- 
lations for Marshall Field & Co. 

Interviewing Mr. Sizer in this 
way, he developed some interesting 
comments about the progress of 
decentralization in shopping cen- 
ters. 


Julien Elfenbein 


a Mr. Sizer said that while Field’s 
and other leading department 
stores are establishing stores in 
suburban areas, they continue to 
believe in downtown shopping, as 
indicated by the expenditure of 
$20,000,000 in improving facilities 
in Field’s State St. store, and the 
Seattle store of Frederick & Nelson, 
a Field subsidiary. 

Mr. Elfenbein urged business 
publishers to develop more first- 
rate editorial talent as a means of 
capitalizing on the opportunities 
of the business press, and urged 
especially providing material to 
aid in the education of journalism 
students. 


He said lack of information on 
the opportunities of this field has 
resulted in most journalism gradu- 
ates going into newspaper and gen- 
eral magazine work. 


American Pulley Boosts Two 


American Pulley Co., Philadel- 
phia maker of power transmission 
equipment and materials handling 
equipment, has promoted Henry 
H. Hamilton from ad manager to 
assistant manager of the materials 
handling division and Joseph C. 
Salette Jr. from St. Louis district 
manager to sales promotion and 
advertising manager. 
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ART MATERIALS - SCHOOLS 
TRAVEL VACATIONS 


~ PAPER+ ENGRAVING | 


TYPOGRAPHY + PRINTING 
_ LITHOGRAPHY - BOOKS © 
- PHOTO SUPPLIES — 


’ Then you ought to advertise in 
AMERICAN ARTIST — the favor- 
ite best-selling magazine of a 
$40,000,000 class market with 
tremendous earning — SPEND- 
ING — and BUYING power. 
Readership over 250,000... 
paid circulation guarantee over 
40,000 — most of whom admit 
their buying is influenced by the 
hour or more they lavish on each 
issue! 

Write or phone for sample copy 

4 and details. 


~ american artist 
24 W. 40th St.,N. Y.18,N. Y¥. CH 4-2878 


re ene nme - _ og 


Selling in Today's Economy: X 


Ever meet a manufacturers’ agent? Probably 

not. Like any elite corps, they’re few in number; 

but every day they give business a shot in the 

arm, keeping many small enterprises alive, push- 
ing bigger ones into new fields. 


Manufacturers’ agents sell almost anything under the sun—in a manner peculiar to themselves 


The Ninety-Nine Lives of Charlie Soames......... 


Charlie Soames gave his name to the switchboard girl and 
then eased himself into one of the bony waiting-room chairs. 
Nothing very impressive about Guilford Manufacturing Co. 
from this viewpoint, he thought, giving his forehead a rapid 
polish and shooting his French cuffs out for easy identifica- 
tion. Walls of operating-room green; furniture well past the 
retirement age; one lighting fixture, hanging like a boiled 
egg from the ceiling; standard portraits of Washington and 
Lincoln staring dimly, perhaps admiringly, at a photograph 
of the founder, J. J. Guilford, 1875-1950. A life-insurance 
calendar—Balboa, silent upon a peak—took care of the rest 
of the decoration. But Charlie Soames was too old a hand to 
be misled by outer-office externals. The important thing to 
him was that Guilford Manufacturing had a million-dollar 
product it couldn’t afford to market—a product, in short, 
made to order for a manufacturers’ agent like himself. 

Manufacturers’ agents, as Charlie often had to explain— 
only one person in ten ever heard of them—were something 
special in selling. Charlie himself had two definitions of the 
breed, each carefully tailored to his audience. Manufactur- 
ers were given to understand that an agent was an amalgam 
of merchandising expert, market analyst, and supersales- 
man who could guarantee (almost) to sell his product to 
wholesale houses, chains, and department stores and by doing 
it on commission (such a modest one) relieve the manufac- 
turer of any direct cost in the matter. Charlie’s intimates, 
on the other hand, heard, repeatedly, that an agent was one 
of commerce’s most ill-used heroes, a selfless and indefati- 
gable pioneer who would take some manufacturer’s wretched 
proddtt, bully him into redesigning it, create a market al- 


100 FORTUNE Jonvery 1053 - 


by Richard Austin Smith 


most singlehandedly, and then once he had got it to the point 
where it would virtually sell itself he’d wake up to find that 
the manufacturer had replaced him with a force of low-paid 
salesmen under the supervision of a relative. 

Neither of Charlie’s definitions strays too far from the 
truth. Indeed if they err it is mainly in being incomplete. 
He should have added, though a natural flamboyance for- 
bade it, that manufacturers’ agents are a drop in the bucket 
of U.S. selling; they number 50,000 at the outside compared 
to more than three million salesmen of other types and they 
move less than 2 per cent of all goods sold. He might have 
gone a bit further and mentioned that they are as independ- 
ent as an Irishman on St. Patrick’s Day (witness the ab- 
sence of a country-wide association) ; agents are just as 
quick to walk out on a manufacturer who is sluggish, or one 
who “crowds” them, as he is to give them notice. 

But the principal lack in Charlie’s description of his call- 
ing is any suggestion of its specific importance. Manufac- 
turers’ agents have an obstinate and infectious idea that 
business ought to be dynamic. Charlie himself liked nothing 
better than to take a chance on some new product, one made 
by a struggling young company, and bring both the product 
and the company to the top. The results of this belief are a 
matter of record. Though Charlie probably didn’t know it, 
since agents stick pretty much to their own field, agents 
wholesale a tenth of the hardware, nearly a fifth of all electri- 
cal goods, and over 30 per cent of all furniture. In processed 
food, agents (brokers) move between 80 and 85 per cent of 
the output and, shorthanded, they must turn away countless 
manufacturers who need their help in getting new items 
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Appoints Hal Stebbins Inc. 


John Poole Broadcasting Co. has 
appointed Hal Stebbins Inc., Los 
Angeles, to promote the activities New York, 
of KBIG, Catalina, KSJV, Sanger, 


Katz Agency Names Katz 
Eugene Katz, executive v.p. and 


Barnhill Forms Company 
R. B. Barnhill, formerly com- 


Riverside Promotes Sparks 


; Riverside Metal Co., Riverside, 
general manager of Katz Agency, mercial sales manager of the radio N. J., has promoted Lawrence W. 


radio representative, division of Bendix Aviation Corp., Sparks to manager of watch case 
has been named president of the has set up his own sales organiza- sales. Mr. Sparks joined the Key- 


Appoint Phil Edwards 

Phil Edwards & Associates, Phil- 
adelphia, television program pack- 
ager, has been named exclusive 
representative in Philadelphia for 


/WHUM and WHUM-TV, Reading. 


be exclusive representative in east- 


‘ern U.S. for PSI-TV Inc., New 
| York, 
| films. 


distributor of television 


Promotes D. J]. Mackenzie 


Dominion Rubber Co., Montreal, 
has promoted D. J. Mackenzie to 


| sales manager of mechanical goods, 


central division, Toronto. Mr. 
Mackenzie succeeds G. A. Lamond, 
who has been transferred to Mont- 
real as manager of the export di- 
vision. Mr. Mackenzie has been 
with Dominion Rubber for 25 
years. 


Butler Switches Agencies 

Butler Mfg. Co., Kansas City 
maker of steel buildings, oil equip- 
ment, farm equipment and others, 
will switch its account from Carter 
Advertising Agency, Kansas City, 
to Aubrey, Finlay, Marley & Hodg- 
son, Chicago, on April 1. 


Cal., and television station KPIK, company. He succeeds G. R. Katz, tion, R. B. Barnhill & Associates, stone Watch Case division of 
P Los Angeles. who moves up to chairman of the at 412 Woodbine Ave., Towson, Riverside in 1952 as a sales rep-| The agency also has been named to 
5 board. Md., to act as a manufacturers’ resentative. 
Promotes George Gade as ‘ ‘ representative. Sui et 6 teh 
George A. Gade, manager of out- | Mathews to Burton Browne ; urk to Beaumont ohman 
side sales for Standard Pressed! R. H. G. Mathews, formerly Two Elected Executive V.P.s Jerry Turk has _ returned 
- Steel Co., Jenkinton, Pa., maker of general sales manager of Honan- D. L. Street and J. G. Baquie, Beaumont & Hohman, Chicago of- 
- socket head screws, has been Crane Corp., Lebanon, Ind., has v.p.s, have been promoted to ex- fice, where he will handle the 
S elected v.p. in charge of sales. He been named a v.p. of Burton ecutive v.p.s of Brown-Forman Greyhound Corp.’s segment of the 
joined the company in 1939. Browne Advertising, Chicago. Distillers Corp., Louisville. “Omnibus” television show. 
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Like Charlie Soames, the average man of 
FORTUNE leads many business lives. (The aver- 
age FORTUNE subscriber fulfills 5 management 
functions . . . leads 5 lives.) But, in each of these 
lives, FORTUNE helps to supply that rare ingre- 
dient so essential to a business leader’s progress 
—a broad perspective. 


Because of the perspective that ForRTUNE pro- 
vides, 235,000 influential businessmen concen- 
trate 3 to 4 hours every month on its pages.. . 
both editorial and advertising. 


.. . The top-management lives affected 
by a ForTUNE advertisement 


Mr. Charles E. Daniel, Pres. of Daniel Construc- 
tion Co., says: “...To reach top management, 
we're using FORTUNE exclusively. This adver- 
tising has attracted so much attention among 
businessmen that we have embarked this year 
on a new theme... 


“We are launching a program in the January 
FORTUNE featuring a four-page ad . . . following 
this with another four-page ad in March... We 
indeed feel fortunate in being able to make even 
this small contribution to the progress of the 
South and our nation.” 


If your advertising deserves the concentrated 
attention of top business management, 
it deserves FoRTUNE. For 
proof of our statements, 
ask your FORTUNE 
representative. Or— 
call or write FoRTUNE 
Magazine, 9 Rockefeller 
Plaza, New York City 
(JUdson 6-1212). 


... Where Business Readers Concentrate 
on Business News-in-Depth 


MARKING PENCIL 


Whites on Everything 


Thousands of grocers, 
druggists, hardware deal- 
ers and other retailers 
use Listo for pricing 
everything. They buy Listo 
because it gives them 
strong, clear, easy-to-read 
prices on everything in 
their stores whether it's 
metal, glass, cellophane 

! ...0f any other surface! 


Cash in on this estab- 

| | lished market by giving 
| your retailer customers 
imprinted Listo pencils, | 
For less than 25¢ your 
sales message will be read 


1000 times a day... for 
months! 
Write today for full 
details! 
EXTRA HEAVY LEADS THAT 


j DON'T BREAK OR FALL OUT 


Only Lista has the pat- 
ented’ Grip-TypeSleeve’ 
which prevents breakage, 
keeps leads from falling 
oul, 


CARBORUNDUM 


C1953 
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LISTO PENCIL CORPORATION 

Dept. AA, 1925 Union Street 

Alameda, California 

Gentlemen 

Please send me full details on how we can 
out Listo Imprinted Marking Pencils to work 
for us 


NAME 

COMPANY 

ADDRESS 

ciTY STATE 
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Downytlake Adman Gives Frosted Food Men 


His Recipe for Making 


New York, Jan. 14—The story 
of the rise of Downyflake frozen 
waffles, a story with a moral, was 
told this week by J. M. Korn, the 
agency man who handled the 
dough in the rise. 

Mr. Korn, speaking to the East- 
ern Frosted Foods Assn. meeting 
here Monday, stressed the moral: 
Frozen foods must be regarded as. 
staples, not “specialties.” 

Waffle Corp. of America intro- 
duced frozen waffles in Philadel- 
phia three years ago. Before’ 
Downyflake, frozen waffles were a | 
“complete flop,” but Downyflake | 
survived the tremendous competi- | 
tion for cabinet space, and the) 
head of J. M. Korn Advertising Co. 
told how. 


@ First, a few grocers were in- 
duced to gamble on the waffles 
and heavy promotion was intro- 
duced to support them, largely 
through radio and TV, with hus- 
band-and-wife teams and jingle 
spots carrying the load. Store 
demonstrations were made, point 
of sale material was employed, 
and food editors were continually 
solicited for publicity. 

The first few weeks’ sales were 
“staggering”; demand exceeded 
supply by as much as 100%, and 
facilities had to be expanded. The 
waffles were then introduced into 
New York, New England and the 
Middle Atlantic area. In slightly 
more than a year they were in 
national distribution. 

As sales increased, the budget 
was increased; as the budget went 
up, distribution was expanded, and 
as territories grew, so did the 
media schedule. 

“Meanwhile, the price of Downy- 
gflake was being progressively 
lowered from its introductory $2.75 
a dozen to today’s $1.75 a dozen.” 

Downyflake advertising went 
national late in 1952, when full- 
color advertisements in This Week 
Magazine were scheduled, along 
with insertions in 125 newspapers. 
Distributors cooperated, and good 
display material helped, Mr. Korn 
said. At the same time, the pack- 
age was changed from a one-color 
cellophane package to a _ four- 
color bag, which enabled custom- 
ers to also get a recipe tray insert 
amd a cellophane “pick me up” 
tab. It was also easier for grocers 
to stack. 


® Downyflake also employed 
“waffle festivals” and other spe- 
cial promotions, the most success- 
ful of which was a “three for the 
price of two” deal which Korn 
said boosted the sales of one large 
eastern chain eight times over nor- 
mal rate. He interprets the suc- 
cess of the sale to mean that many 
housewives needed a final shove 
(despite the consistent educa- 
tional advertising) to make them 
buy Downyflake for the first time. 

The agency man said the adver- 
tiser is sticking to the same basic 
copy themes: “no batter, no both- 
er” and “just pop in the toaster 
and serve in one minute,” although 
new copy stresses the versatility 
of waffles. 

Although there are now 50) 
brands of frozen waffles compet- 
ing, he sees no switch to competi- 
tive copy—‘there are still too 
many housewives who have never 
heard of frozen waffles.” 


| 
® “If we had rushed into compe-| 
titive advertising just because | 
other brands had entered the 
scene,” he argued, “no one would 
have built a frozen waffle market. 
For it is a danger of competitive 
advertising to overlook one’s own 
basic sales story.” 

In '53, Downyflake will expand 
its use of Sunday supplements, 
newspapers, radio and TV, and 
continue the _ publicity § drive 
through food editors. 

He had one final point: The way | 


Frozen Waffles Sell 


frozen food manufacturers can 
help distributors is to “strike out 
the word ‘specialty’ from our vo- 
cabulary.” 
turnover to grocers, he warned, 


adding that “items that are spe-| 


cialties today can be _ staples 
tomorrow,” and “labeling a prod- 


uct a ‘specialty’ is negative selling 


pure and simple.” 


Miksa to Kingsford Chemical 


Jerry V. Miksa, formerly gen-. 


eral manager of Abel & Bach Inc., 
Milwaukee, has been appointed 
general sales and promotion man- 
ager of Kingsford Chemical Co., 
Iron Mountain, Mich., manufactur- 
er of charcoal briquets and a fluid 
igniter for charcoal fires. 


Promotes Merrill Sedgwick 
Merrill Sedgwick has been pro- 


moted to manager of Tractair sales | 


for Le Roi Co., Milwaukee manu- 
facturer of portable air compres- 
sors. 


Specialty means low 
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| Advertising Agency Billings 


The ninth annual report on advertising agency 
billings will appear in the Feb. 23 issue. 

As in the past, it will include all agencies in the U. S. 
and Canada billing $5,000,000 or more during 1952. 

In addition, it will include billings figures on all 
agencies below the $5,000,000 mark which voluntarily 
supply their figures to Advertising Age. 

A questionnaire is now in the mail to all agencies, 
addressed to the president. Make sure it is filled out 
and promptly returned to John Crichton, executive edi- 
tor, Advertising Age, 801 Second Ave., New York 17, 
if you desire to have your agency included in the 
billings figures. If you do not receive the question- 
naire, write Mr. Crichton at once. 


{ 


Slater Heads WICC Sales 


Manning Slater has been pro- sponsible for general 


|v.p. in charge of sales, will be re- 
business 


moted to business sales manager Operations as well as sales, report- 


| Norge Heat Promotes Davis 

' Norge Heat division, Borg- 
Warner Corp., Kalamazoo, Mich., 
manufacturer of domestic engi- 
neering equipment, has promoted 
Cc. S. Davis Jr. to general sales 
manager. Mr. Davis, who joined 
Borg-Warner in 1935, has been 
Norge Heat western regional man- 
ager covering the mountain states 
and the West Coast, with head- 
quarters in Los Angeles. 


-Colorglo to Philip ]. Meany 


| Colorglo Products Inc., manu- 
facturer of automobile polishes, 
has appointed Philip J. Meany Co., 
Los Angeles, to handle its adver- 
tising. Initial promotion will be on 
the new Slick glaze cream, with 
market tests scheduled for Texas 
and other areas. Television, radio, 
, newspapers, point of sale and di- 
‘rect mail will be used. 


| Klein to Bowser Technical 


| Karl D. Klein has been appoint- 
ed general sales manager of Bow- 
ser Technical Refrigeration, Terry- 
ville, Conn., designer and maker 


for WICC-AM-TV, Bridgeport, ing directly to Philip Merryman, of low temperature equipment and 


‘Conn. Mr. Slater, who has been/president and general manager. 


environmental test chambers. 


@ As a businessman. 


He is one of more than a million TIME-reading family 
heads who buy, or influence the buying of, goods and 
services for their companies. 


MAGAZINES READ BY: 


U.S. purchasing agents. 


Engineering.” 


Officers stationed at the Pentagon. 


*“Men on the Way Up.” 


U. S. holders of air travel cards. 

“City of San Francisco” passengers. 

Hotel New Weston guests. 

Executives of leading securities, 
underwriters and investment companies. 


Government officials in Washington, D.C. 
Top executives and professional men 
in the construction industry. 
The best customers and prospects of 
sixty industrial companies. 
Engineers listed in ‘‘Who’s Who in 


@ Evidence on request. 

The following research reports present the facts of TIME’s 
readership among the top men of each market listed. Please 
send, by number, for the reports you are interested in. 


NO. OF REPORT: 
1061 
1051 
1052 


1120 
1124 
1111-A 
1093 
1053 
1069 


1100 
1102 


Also Report No. 1045— 
“The business traveling done by TIME subscribers.” 
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Walter Weir Outlines Ways for Small 
Agencies to Operate Like Big Ones 


New York, Jan. 16—There are 
still plenty of misconceptions in 
advertisers’ minds about “small” 
agencies. That’s what Walter Weir 
(who used to be a small agency 
man himself) told the League of 
Advertising Agencies tonight. 

Mr. Weir traced some of his ex- 
periences as a small agency op- 
erator and he _ relayed some 
trenchant advice: 

“It is useless to argue that an 
agency—small or large—-can af- 
ford to put on an account more 


that brought an even $1,000,000. , , 
a big way when it opposes a move 


worth of billing into my agency . 
[plus] inquiries from advertisers 
whose total appropriations were 
in excess of $10,000,000.” 

Mr. Weir reported that he had 
used only his name on the agency 
shingle, but “if I were doing it 
_again, I would use at least three 
or four names. Certainly two. It 


seems to me that the small agency | 
acts in a big way when it presents 


|to the prospective advertiser three 
or four capable partners... 


people or more time than the in-| 


come from the account warrants. I s 


know. I have tried this argument. . 


s “I think it is preferable for the 
small agency to act in a big way to 


begin with. First, I think it should | 


advertise. I advertised—and out of 
an investment of less than $5,000 


“I think the small agency acts 


. in a big way when it refuses to 


'present speculative layouts and 
copy, unless they are a part of a 
proposed plan of action based on 


‘and unless they are paid for.. 


a study of the advertiser’s business | 
.| amusemeni, and said: 


presented to them for nothing... If 
Hi — an advertiser, I would like 
eel that my agency would no 


pd think of gambling with its 
‘own money than it would with 


mine. 
“I think a small agency acts in 


on the part of the advertiser which 
it honestly feels is not to the ad- 


| vertiser’s benefit—and when it re- 
‘signs the account if the advertiser | 
consistently refuses to take its ad-| 


vice... A small agency acts in a 


big way when every action it takes 


is taken to build its reputation, not 
just its temporary profit.” 


= In the course of the speech, Mr. 


| Weir also sketched in a piece of 


Laskeriana. Some time after Mr. 
Weir joined Lord & Thomas, A. D. 
Lasker told him he had been elec- 
ted a v.p. Mr. Weir said he didn’t 
think he’d been at L&T long 
enough to deserve the title. Mr 
Lasker looked at him with some 
“Mr. Weir, | 


| dent; 
Pearlman Co., executive secretary; | 


verted the office in advertising.” 
The League of Advertising 
Agencies installed the region 
officers: Louis E. Reinhold, Rich 
mond Advertising Service, presi- | 
Max B. Pearlman, M. B.. 


S. Duane Lyon, S. Duane Lyon 
Inc., Kenneth Rader, Kenneth Ra- 


ider Co., and David E. Rothschild, 
‘David E. Rothschild Advertising, 


v.p.s; Charles Ford, Iversen-Ford | 


Associates, treasurer, and Max 
Sinowitz, Chelsea Advertising, 
secretary. 


Aristocrat to Rader 


Aristocrat Leather Products Inc., 


New York, a division of Fruit of 


the Loom, has appointed Kenneth 
Rader Co., New York, to handle 
advertising. Fruit of the Loom 


‘vinyl fabrics will be promoted. 


Reiss Advertising, New York, is 


\the previous agency. 


. | Rem-Cru Names Kaufman 


Rem-Cru Titanium Inc., Mid- 
land, Pa., has appointed Dwight 


Advertisers, quite justifiably, look | don’t tell me when you should be! w. Kaufman to the new position 
I attracted three accounts directly | with little confidence on anything appointed a vice-president—I in-| of assistant manager of sales. 


positions t to buy! 


@ As a family man. 


He and his family enjoy an upper-income manner of 


living . 
products and services. 


@ Evidence on request. 
The following reports present 


. . are consistent best customers for better 


the facts of TIME’s reader- 


ship among known buyers of better merchandise. Please 
send, by number, for the reports you are interested in. 


MAGAZINES READ BY: 


Transoceanic steamship passengers. 


Guests at U. S. resort hotels. 


Travel agency prospects and customers. 


Air France passengers. 
U.S. college students. 
Buyers of new autos. 


NO. OF REPORT: 


1094 
1083 
1000 
1039 
1121 
1108 


Best charge-account customers in 21 


leading department stores. 
U.S. college graduates. 


The most important people in 48 states. 


Buyers of home appliances. 


1089 
1015 
1110 
1117 


U. S. doctors, lawyers, dentists and 


other professionals. 


1114 


Women members of department store 


college fashion boards. 


1070 


N Loe a 
io 


Q.E.D. 


, 


Whatever you are marketing—from tur- 
bines to tourist tickets—your prime pros- 
pects are the readers of TIME. Circulation 
is now 1,700,000 families— America’s largest 
audience of best customers. Best customers 


in two positions to buy. 


25 


NAEA Annual Meet 
Jan. 26-28 Will Offer 
Selling Aids Program 


Cuicaco, Jan. 15—Aids to selling 
will dominate the program at the 
annual meeting of the Newspaper 
| Advertising Executives Assn. here 
at the Edgewater Beach Hotel, 
\Jan. 26-28. 

Advance registrations indicate 
‘that an alltime high of more than 
700 NAEA members will attend 
the convention. The annual dinner 
on Monday, the first day of the 
meeting, will be attended by more 
than 1,000 members and advertis- 
er-agency guests. 

The keynote address, “The Ana- 
tomy of Selling,’’ will be delivered 
at the opening session by W. W. 
Wachtel, president of Calvert Dis- 
tillers Corp. 


# Guest speakers at the luncheons 
will be Eric Johnston, president of 
the Motion Picture Assn. of Ameri- 
ca, on Monday, and Dr. Kenneth 
McFarland, educational consultant 
to General Motors Corp., on Tues- 
day. He will speak on “Fathoming 
the Fifties.” 

The Bureau of Advertising, 


| ANPA, will present a two-part 
/selling program for newspapers at 
|the Tuesday sessions, including an 
|automotive presentation. 

| Laurence T. Knott, Chicago Sun- 
| Times advertising director and Ist 
|v.p. of the group, is in charge of 
‘arrangements for the convention. 


eisai Heads CED 

| Meyer Kestnbaum, president of 
‘Hart Schaffner & Marx, Chicago, 
‘has been elected chairman of the 
‘Committee for Economic Develop- 
ment. He succeeds Marion B. Fol- 
|som, treasurer of Eastman Kodak 
Co., Rochester, who has resigned 
the chairmanship as well as his 
position with Eastman to accept an 
appointment as Under Secretary 
of the Treasury in the new admin- 
istration. 


} ‘ 
| Harrison Joins J]. M. Mathes 
Rodger S. Harrison, formerly 
‘with the Sterling Silversmiths 
|Guild of America and Armstrong 
| Cork Co., has joined J. M. Mathes 
Inc., New York, as an account ex- 
ecutive. 


| Bruff Named Director 
| Liggett & Myers Tobacco Co., 
New York, has elected Lawrence 
W. Bruff, advertising manager, to 
the board of directors. 


The Fabulous Southwest 


The Biggest 30c Buy 
In The Nation** 


Blanketing 24 Counties 
of West Texas 
and Southern New Mexico 


Y/z BILLION DOLLAR 
RETAIL SALES 


Covered Exclusively by 


Che Zl Paso Times 


An Independent Newspoper 
Morning and Sunday 


E] Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


‘ONE LOW RATE 
BUYS BOTH! 
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‘Small Homes Guide’ Is Misnamed: 


It's Not Small or for Small Homes 


Initial Newsstand Sale 
Indicates Building Will 
Continue High This Year 


CuHIcaco, Jan. 13—In case you | 


still have any doubts that 1953 is 
going to be a good year, consider 
the newsstand sales of Small 


| Homes Guide. 


/and waned rather evenly with the 


that home building in 1953 will at | 


number of homes built, it appears 


‘least match 1952. 


| 


Also, judging by past perform- 
ance, all 


be sold. Sold on newsstands, for 


_ Within ten days after the-latest that is where all but a handful get 
issue of this misnamed semi-an- jnto the hands of prospective home 


nual magazine went on sale last builders. Subscriptions are not en- 
month, 42.6% of the copies had couraged. 


been sold. That’s the greatest ten-| 
day sale for the book since the 
early °40s. Since past sales of 


s As a rule, this unusual maga- 
zine is bought only 3% times by 


Small Homes Guide have waxed | any one family. That doesn’t sound 


America's 


, FOREMOST 


TOY TRADE & 


Magatine 


Only ABC Toy Paper 
Oldest in Field 
leads in Lineage 
Write for New Market 

| Data Folder 
1 McCREADY PUBLISHING 


71 W. 23rd N.Y. 19 


like much, but it’s pointed to with 
pride by Small Homes Guide’s 
publishers. To them, it’s a selling 
point, a reflection of the fact that 
the book gets into the hands al- 
most solely of the man or woman 
with a new house in mind. Usually, 
about two years elapse from the 
time a family gets the notion of 
building to the time its house is 
built. That checks with SHG’s 
two-year sale per reader. 

Of course, there are plenty more 
homes built a year than the cir- 


480,000 copies of the. 
latest winter-spring number will 
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‘culation of the magazine. And some 


folks never get around to building. 
But most homes built nowadays 
are put up for sale by contractors, 
and of perhaps 400,000 homes in- 
dividually “designed and built, 


many are built by consultation | 


with architects. 


s Not that SHG families don’t use 
architects’ plans. They do. But 


‘they don’t pay an architect his cus- 


tomary 5% of the building price. 
They only pay about $40. That’s 
because they buy blueprints of 
plans published in the magazine. 

About 40 plans are published in 
each issue. Each is a new plan 
by a leading architect. Small 
Homes Guide does not sell the 
plans; it tells the interested reader 
to write to the architects for the 
blueprints. (Some of these archi- 
tects, it is known, have made for- 
tunes from mass sales of blue- 
prints. SHG certainly has no 
trouble getting top architects to 
submit plans. These plans, by the 
way, are not for small homes only; 
in fact, SHG homes are more 
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Agency: Henri, Hurst & McDonald, Inc. 

Art Director: Kitty Spies 
Production: William Dooley 
Advertising Manager, Kroehler: Lawrence W. Keller 


QUALITY CONTROLLED 


COLOR PROCESS 


ENGRAVINGS 


Chicago's laxgest fine frhotoengraving plant oan 


It is the personal skill, vigorous 
initiative and conscientious 
service of individuals 

... combined with the pride in 
and the reputation of their 


organization ... which assures 
excellence of quality. 


© black & white 
®@ color process 


for letterpress 

reproduction 
© color offset 

reproduction 


CHICAGO 


JAHN & OLLIER ENGRAVING Co. 


817 West Washington Bivd., Chicago 7 + MOnroe 6-7080 


costly on the average.) 

| This printing of plans has been 
a key part of Small Homes Guide 
| strategy ever since it got started 
15 years ago. Since 1938 the format 
has stayed the same: a lead section 
on design, others on finance, prin- 
ciples of construction, types of 
home equipment and decorating. 
It has proved a successful format, 
and W. Wadsworth Wood, who de- 
veloped it and is still publisher, 
points out that the magazine has 
‘had a great beneficial effect on 
U. S. home building. 


s Mr. Wood hails from a family 
of lumber dealers. Time was, he 
recalls, when house design was 
largely in the hands of the lumber 
dealer. The dealer was the con- 
tractor. His plans book often was 
the back of a nail keg. Today, most 
contractors have a plans book of 
one kind or another. This source 
of plans is still important, chiefly 
so in small towns where there isn’t 
enough work to keep an architect 
alive. 

What Small Homes Guide did 
was to put the latest and best plans 
of leading architects in the hands 
of potential home builders every- 
where. Mr. Wood thinks his mag- 
azine has had a great deal to do 
with the improved appearance of 
homes over the years. 


we Mr. Wood and S. C. Warden, 
president and ad manager, can tell 
just as interesting an advertising 
story about SHG. Since it’s a semi- 
annual, they don’t need to worry 
much about schedules, the way 
other magazines do. The rate is 
strictly for one time—$2,150 a page 
based on a 400,000 guarantee. But 
the makeup of the book twice a 
year is tough. Nearly every ad is 
couponed. Coupons can’t run back 
to back. 

In the current issue, SHG has 
243 accounts, 123 pages of adver- 
tising. Mr. Warden claims that 
practically every advertiser of im- 
portance in the home equipment 
field is in the magazine. Thirty- 
five or 40 don’t use any other 
medium, he says. 


s Oddly enough, Small Homes 
Guide’s last five pages seem to 
get about as much attention as the 
200-odd other pages do, as far as 
mail pull goes. These five pages 
list 243 booklets, some free, some 
for a price. Each is the subject of 
a coupon or other mention in the 
ads of the 243 advertisers. 

According to Mr. Warden, the 
advertisers sometimes get more re- 
quests for the booklets from these 
back page listings than from the 
coupons in the ads. Sometimes 
it’s the other way around. In any 
case, he insists, the requests are 
mighty numerous. 

Publisher Wood is sure he got 
into the building field at the right 
time years ago, when the boom be- 
gan to get under way. Right now 
he is getting set to do the same 
thing again, this time in the home 
modernization field. In about six 
weeks, he will bring out the first 
issue of Home Modernizing. 


® This will, of course, come out 
twice a year, will be sold only on 
newsstands, will have a simple 
“inside,” “outside” and “all around 
the house” format, and no doubt 
it will be read in a lot of homes 
whose origins go back to plans 
seen in Small Homes Guide. 

The initial print order of the 
new magazine is 350,000. This has 
Messrs. Wood and Warden on 
edge. After all, their older maga- 
zine has 480,000 circulation for a 
potential readership not too much 
/above that. But there are 25,000,- 
000 families that own the homes 
|they live in. Nineteen million of 
|those homes are at least 13 years 
old, ripe for modernizing. 


2 Join John Falkner Arndt 


| L. Jeanne Hankins and Scott H. 
Verner have joined the copy de- 
| partment of John Falkner Arndt & 
! Co., Philadelphia. 
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Look what’s 
happened to 


Horace Greeley! 


Back in the days of more personal and opinionated 
journalism, newspaper editors were likely to be 
cast, or cast themselves, in the mold of Horace 
Greeley. They were Jovian characters looking out 
over the world, each from his imagined Olympus. 
Much thunder came from them, but very little 
lightning. 


Newspapers are different today, and so are editors. 
Rhetoric has given way to reason. Horace Greeley 
has given way to Charles Merz. As editor of The 
New York Times, presiding over an editorial page 
second to none in its influence on American think- 
ing, Charles Merz helps readers understand the 
world they read about in the news columns. 


Charles Merz has been helping readers understand 
the news since he emerged from Yale. He was 
managing editor of Harper’s Weekly, Washington 
correspondent of the New Republic. In World 
War I he was a lieutenant in military intelligence, 
assisted the American commission to negotiate 
the peace. 


After that war Mr. Merz traveled the world as a 
roving correspondent for Collier’s and the New 
York World. In 1924 he became an associate edi- 
tor of the World. Two of his books, “The Great 
American Bandwagon,” in 1928, and “The Dry 
Decade,” in 1931, were applauded as “reportorial 
in the most fascinating sense.” 


Mr. Merz came to The New York Times in 1931. 
He became its editor in 1938. Believing that news- 
paper readers are better informed today than in 
Horace Greeley’s time, he believes also that edi- 
torial pages, if they are to attract readers and 
help them, must be better informed. So, in addi- 
tion to the regulars who write for The Times edi- 
torial page, he calls on many other experts. 


In one year, as many as 60 different editors and 
reporters, each expert in some field or phase of 
the news, write for The Times editorial page. And 
the regulars, fearful of the lonely heights of 
Olympus, keep in touch with the world by travel- 
ing frequently among its people. 


There are many editors and reporters like Charles 
Merz on The New York Times. Working as a 
team, they join their talents and their knowledge 
each day to put out a newspaper that is informed 
and vigorous, alert, interesting, different from any 
other. They put more into it. Readers get more 
out of it. So do advertisers. 


The New Work Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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OTTO SCHNERING _ Mr. Schnering was a pioneer in | 
Cary, ILt., Jan. 13—Otto Schner- | his field. His company was one of. 


Advertising 


filiate of the candy company. | Born in Lewiston, Me., he was 
He also was interested in dairy graduated from Harvard Univer- 


ing, 61, founder and president of 
Curtiss Candy Co., died suddenly | 


the first to put out a nickel candy | livestock and the Curtiss Candy sity in 1900. The following year he 
r, individually wrapped and car-| farming operation in Cary has became an assistant to Nelson 


Age, January 19, 1953 


Be: 


ont 
10: Sp 
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in his home late Saturday night ‘Ying 4 brand name. 
following a heart attack. 
Mr. Schnering graduated from 8 In addition to being president | 


achieved world fame for its work Taylor, head of Baker & Taylor | ‘. 
in dairy cattle. \Co., one of the country’s leading | 
Mr. Schnering was a member of | wholesale booksellers. In 1907 he) | 


the University of Chicago in 1913 and board chairman of Curtiss, | the U. S. Chamber of Commerce, resigned to become manager of the | © 


and entered business selling pi- Mr. Schnering was president and the National Assn. of Manufac- | book department of Hill Publish-| | 


i 


anos. In 1916 he began his com- board chairman of Bireley’s Bev- | t¥rers, Illinois Chamber of Com- ing Co., publisher of technical | 
pany in the back room of a hard-| erages of Chicago as well as of ™erce, the Grocery Manufacturers journals and books. | 
ware store in Chicago. | Equipment Finance Corp., an af- °f America, and the Chicago Ex-| Mr. Foss and the late Edward) 


| ecutives Club among others. 


WILLIAM H. PEMBER 

New York, Jan. 13—William H. 
Pember, 58, retired advertising 
salesman, died yesterday at hi 
home after a long illness. He had 
formerly. been a space salesman 
for Coronet, and before that was 
with Macfadden Publications. 


Send it to “B’ in’53! 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. « RAndolph 6-7292 - Chicago 1 


MARTIN M. FOSS 

New York, Jan. 13—Martin M. 
| Foss, 74, former president of 
McGraw-Hill Book Co., died today 
of a heart ailment. 
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“Roughnecks” they call them 
in the oil business vernacular, 
these men who work on the 
rig floors to keep the liquid 
power flowing to our modern 
world... here they are at work 
on one of the Phillips’ wells. 


PHILLIPS PETROLEUM COMPANY 
BARTLESVILLE, OF LAMOMA 


Let QUALITY 


strengthen your reputation 


- 


Even in an industry that has always been a pioneering one, the 
story of Phillips Petroleum Company is an inspiring revelation 
of what men of vision can do. Started in Bartlesville, Indian 
Territory in 1903, it has grown to be a leader in many branches 
of industry. Today, with the help of its extensive research pro- 
gram, Phillips is an outstanding producer and marketer not 
only of the products of its oil fields...from crude oil to jet fuels 
..-but of such others as natural gas and synthetic rubber. 


Companies like Phillips, that understand that half-way meas- 
ures are not enough, search into every phase of their business 
to bring forth its great potentialities. It is for this reason that 
they select a Strathmore letterhead paper to exemplify their 
quality and reputation in all their correspondence. 


Give new strength to your letterhead with Strathmore quality. 
Let your supplier prove your present letterhead design on one 
of the Strathmore Letterhead Papers. Then compare the differ- 
ence of the quality representation. The difference will be a 
revelation to you...and you, too, will put Strathmore to work 
to say “Quality” for you. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE ee 


Strathmore Paper Company, West Springfield, Massachusetts 


MAKERS 


Caldwell, then manager of the | «ere 


book department of McGraw Pub- | 


| lishing Co., persuaded James H. 


‘McGraw and John Hill to com-| ~ 


‘bine their respective book publish- 


‘ing operations, and McGraw-Hill 
| was set up in July, 1909. 


1916, Mr. McGraw acquired Hill 
Publishing Co. and formed what is 
now McGraw-Hill Publishing Co. 
| From 1909 to 1917 Mr. Foss was 
v.p., and from 1917-27 general 
manager of McGraw-Hill Book 
Co. He became president in 1927, 
and retired in 1944. He continued 
‘as a director of the company after 
his retirement. 

| In 1930, while president of the 
|/book company, he _ organized 
| Whittlesey House, a new division, 
'to specialize in publishing books 
for general readers as distinguished 
from technical, scientific and text- 
| books. The name Whittlesey House 
was dropped, except for the junior 
book section, in 1950, and this div- 
ision is now the trade department 
of McGraw-Hill. 

Mr. Foss is survived by three 
sons, Kendall, formerly a corres- 
pondent for International News 
Service, Time and the New York 
Post, and now living in Munich; 
Roger, associated with McGraw- 
Hill Publishing Co., and Martin M. 
Jr., associated with the Galey & 
Lord division of Burlington Mills. 


CHARLES C. BRONSON 
Cuicaco, Jan. 13—Charles C. 
| Bronson, 66, a representative in 
Chicago for 10 years with Farm 
| Journal, died last Friday in Evans- 
_ton Hospital following a stroke. 


| Mr. Bronson retired from Farm 


| Journal about a year ago after a 
prolonged siege of illness. He had 
| been in the representative busi- 
_ness for nearly 30 years, and prior 
to joining Farm Journal had 
worked for Crowell-Collier Pub- 
lishing Co. and Curtis Publishing 
Co. 


ROBERTA FULBRIGHT 

FAYETTEVILLE, ARK., Jan 13— 
Mrs. Roberta Waugh Fulbright, 
78, publisher of the Northwest 
Arkansas Times and mother of 
Sen. J. William Fulbright (D., 
Ark.), died Jan. 11 of a heart ail- 
ment. 

Before becoming president and 
owner of the Times in 1926, Mrs. 
Fulbright served variously as 
president of two banks, a lumber 
company, a mercantile firm, a soft 
drink bottling company and an ice 
company, in addition to raising 
six children. 


LAWRENCE F. HURLEY 


WASHINGTON, Jan. 13—Lawrence 
F. Hurley, 55, editor of Nation’s 


s Following Mr. Hill’s death in| 


SAVE 10¢—Store display pieces like this 


are being used to promote the Spry 

(Lever Bros. Co.) and Quaker Oats Co. 

coupon tie-in offer (AA, Jan. 5) in ap- 
proximately 80,000 retail outlets. 


Business, a monthly publication 
of the Chamber of Commerce of 
the U. S., died Jan. 11 at his home. 
He had suffered a heart attack a 
few weeks ago. 

Mr. Hurley was born in Provi- 
dence and joined the magazine in 
1922, shortly after taking his mas- 
ter’s degree at Harvard. He worked 
first in branch offices in Chicago 
and New York. Fifteen years ago 
he came to Washington as busi- 
ness manager of the publication, 


/and eight years ago was appointed 


editor. 


FRANK B. JENNINGS 

San Dieco, Jan. 13—Frank B. 
Jennings, 65, general manager of 
the San Diego Better Business Bu- 
reau and one-time advertising 
manager for a number of depart- 
ment stores, is presumed to have 
died at sea Saturday. 

Mr. Jennings had gone fishing 
alone, despite rough seas, and his 
boat was subsequently found with 
all life-preservers in their proper 
places. There was no trace of him. 

A past member of the board of 
governors of the Assn. of Better 
Business Bureaus, Mr. Jennings 
was chairman of the group’s bait 
advertising committee, a post in 
which he organized and directed a 
nationwide campaign against un- 
ethical advertising of second-hand 
sewing machines and vacuum 
cleaners. 

From 1914 to 1925, he was ad- 
vertising manager of Schuster’s 
department store, Milwaukee. In 
1926 he joined the May Co., Cleve- 
land, in a similar capacity. The 
next year he became sales mana- 
ger of the Shillito Co., Cincinnati, 
and in 1929 he joined Walker’s, in 
Los Angeles. 

He was operations manager of 
the Los Angeles BBB from 1930 to 
1946, when he was named to the 
San Diego BBB. 


RUDOLPH BISCHOFF 

Boston, Jan. 13—Rudolph Bi- 
schoff, 77, retired president of 
Croft Brewing Co., brewer of Croft 
Cream and Gamecock ale, died 
Jan. 11. 


| 


‘Joins Newspaper Printing 
Roger McDaniel has joined the 
| general advertising staff of News- 
paper Printing Corp., Nashville, 
,after two years in the Navy. 


among Sales Management's 


B 7A" in reran sates 


162 Metropolitan Areas 
Steadily increasing is the standing 
} of the Quad-Cities among the 162 
Standard metropolitan areas. Now 
in 74th place for retail sales volume 
the Quad-Cities continues to grow 
And growing with the community 
for over 25 years, WHBF is a power- 
ful influence in the homes of over 
240.500 Quad-Citians—quality peop!- 
who buy quality goods—yours in 
cluded, if you so desire. 
Les Johnson, V.P. and Genera! Mor. 
| 
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. TELCO BUILDING, ROCK ISLAND, ILLINOIS 


Represented by Avery Knodel Inc 
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Natural Overcoat 


Many products of industry, like those of nature, require tough pro- 
tective coatings. Makers of these materials are ina competitive field 
where efficient, economical selling tools often mean the difference 
between profit and loss. Significantly, Business Week is one of the 
preferred advertising mediums for this purpose. 

These manufacturers know that Business Week reaches a highly 
concentrated audience of Management Men... executives who make 
or influence important buying decisions for their firms. Many of them 
are buyers of protective coatings. 

Business Week regularly carries more of this type of advertising 
than any other general business or news magazine. Advertisers to 
business and industry agree on this one fact — 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y 


These Advertisers of Protective Coatings and 
Finishes Are Reaching Many of Their Important 
Markets Through Business Week 


American Chemical Paint Company 
Angier Corporation 
Atlas Powder Company 
Barreled Sunlight Paint Company 
Dearborn Chemical Company 
Dewey & Almy Chemica! Company 
E. |. DuPont de Nemours & Company, Inc. (Finishes Div.) 
Flintkote Company 
Nox-Rust Chemical Corporation 
Pittsburgh Coke & Chemical Company 
Pittsburgh Plate Glass Company 
Rust-Oleum Corporation 
Skybryte Company 
Sonneborn, L., Sons, Inc. 
Steelcote Manufacturing Company 
U. S. Steel Corporation (Coal Chemical Sales) 


Source: Publishers Information Bureau Analyaia (January-Se ptember, 195 
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A McGRAW-HILL PUBLICATION 
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For all the answers on the Chicago 


TV Market, see TV Forecast’s surprising 


fact-filled survey by Market Facts, Inc. 


More Intensive Selling and Advertising 
Needed in 1953, Industrial Admen Agree 


New York, Jan. 13—Selling in 
1953 is likely to be tougher than it 
has been. More intensive selling 
and advertising will be required to 
maintain volume. 

That’s a summary of opinions 
expressed yesterday at the “old 
home week” meeting of the In- 
dustrial Advertisers Assn. Speakers 
were Elmer Gischell, sales pro- 
motion manager of Heli-Coil Corp.; 
Bernard Dolan, sales and merchan- 
dising manager of Peter A. Frasse 
& Co., and James S. Cawley, dis- 
trict manager of Factory Manage- 
ment & Maintenance. 

W. L. Towne, of the agency 
bearing his name, who acted as 
chairman of the meeting, em- 
phasized that advertising men 
should be talking at least half of 
the time about selling rather than 
about the techniques of advertis- 
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Mr. Gischell, a former v.p. and 
NIAA director and “industrial ad- 
vertising man of the year” in 1946, 
said that his company anticipates 
tougher selling in °53, largely be- 
cause government spending is 
likely to slump off. 


s “We feel that we will have to 
increase the number of our ac- 
counts,” Mr. Gischell said. “We 
and many other industrial com- 
panies will have to get down into 
the second layer of prospects and 


‘help them to develop more busi- 


ness, if we ourselves hope to main- 
tain our volume. 

“Consequently, we will up our 
advertising budget by about 6% 
of estimated sales dollars. We be- 
lieve this should help us get 10% 
/more business.” 
| Mr. Gischell stressed the need 
‘of doing more educational work 
|among key men in _ prospective 
customers’ organizations, and more 
production salvage work in “both 
one’s own organization and in the 
production departments of cus- 
tomers.” His own organization, he 
said, has made substantial savings 
in production costs by repairing 
damaged threads on screws, taps, 
bolts and other production mate- 
rials. 

Mr. Dolan said that one of the 
major problems confronting com- 
panies with varied products today 
is to get complete coverage on all 
of the lines sold. 

“It is not enough,” he said, “for 
salesmen to know what is going on. 
They have to know what is coming 
up.” 


® The only way that necessary 
information can be obtained, he 
said, is to get better acquainted 
with the editors of the trade press. 

“Too many of us,” he observed, 
“have been missing the boat by 
not picking the brains of business 
paper editors more than we have.” 

New vertical markets in indus- 
try, he insisted, require new tech- 
niques in vertical selling and ad- 
vertising, as opposed to the hori- 
zontal approach. 

Mr. Cawley urged business pa- 
per representatives to become ac- 
count executives and help cus- 
tomers and prospects get more bus- 
iness. He stressed that, while in- 
dustrial productivity has increased 
about 80%, manufacturers have 
increased their sales forces only 
18%. 

The load that sales forces and 
advertising have to carry is greater 
than it has ever been, he said. 
Better sales training and new sales 
methods will have to be devised, 
he suggested, and advertising will 
be required to do more basic sell- 
ing than it has been accustomed to 
doing. 


Kar! Kirchhofer Joins 
‘Ad Requirements’ Staff 

Karl Kirchhofer, formerly pub- 
lisher of the Suffolk County Her- 
ald, Riverhead, N.Y., has joined 
the New York editorial staff of 
Advertising Requirements. 

Mr. Kirchhofer was previously 
eastern manager of American 
Printer and an account executive 
with Peterson & Kempner, New 
York industrial advertising agency. 


Appoints George V. Genzmer 
Erwin, Wasey & Co., Los Ange- 
les office, has appointed George V. 
|Genzmer Jr. merchandising direc- 
tor. Mr. Genzmer formerly was 
national director of retail repre- 
sentatives for Life, New York. He 
|joined the magazine in 1946 as a 
|Los Angeles retail representative. 


| Appoints Gordon Blythe 

_ Gordon Blythe has been ap- 

‘pointed advertising manager of 
Canadian Home Journal, a pub- 
lication of Consolidated Press Ltd., 

_Toronto. He formerly was adver- 
tising manager of National Home 

| Monthly. 
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Sraniff Distributes Marcus Breier to Zlowe ] 
‘ c | Marcus Breier Sons Inc., New | npae a 
Cody s New Latin /York maker of Bantamac jackets, 


/has appointed Zlowe Co., New 
| York, to handle advertising. Na- 
|tional and trade media will be 


f American Magazine 


KISSIMMEE, FLa., Jan. 13—Cody | 
Publications Inc. and Braniff In- | 
ternational Airways have joined | 
forces to distribute what is de-| 
scribed as the first U.S. livestock | 
magazine in Spanish, Revista Cebu, | 
to Latin American countries. | 


The publication—which is in the ®amed advertising director of Coty |? 


experimental stage—is the Spanish 
equivalent of Brahman Keview, | 
published every January as a fea-| 
ture of Florida Cattleman, a 
monthly. 

Braniff is distributing the maga- 
zine to South American cattlemen 
by air and has offered to distribute 
the publication on a quarterly bas- 
is in the same way. Braniff has a 
full-page, two-color ad on its pas- 
senger service on the back cover. 


= Revista Cebu features the Inter- 
national Cattlemen’s Event to be 
held in Tampa in February in its 
first issue and invites the Latin 
American cattlemen to attend. 

Cody publishes Florida Cattle- 
man here and Coastal Cattleman at 
Baton Rouge, La. Southern Live- 
stock Journal in Macon was 
founded by Cody a decade ago but 
is now published by a separate 
organization. The three publica- 
tions offer national advertisers a 
package rate as the Southern Cat- 
tle Group. 


Pabst Names Talbot 


Andrew H. Talbot Jr., previous- 
ly promotion manager for the Chi- 
cago Herald-American, has been 
named public relations director 
for Pabst Brewing Co., Chicago. 
Later, local public relations mana- 
gers will be established with the 
Milwaukee, Peoria, Newark and 
Los Angeles breweries. 


Stone Container Boosts Hetter 


Stone Container Corp., Chicago 
manufacturer of corrugated con- 
tainers and boxboard, has pro- 
moted Irving G. Hefter, a region- 
al sales manager, to a v.p. in 
charge of national accounts. He 
has been with the company for 
19 years. 


Two Win New Ad Award 

Thomas D’Arcy Brophy, board | 
chairman of Kenyon & Eckhardt, 
and John C. Sterling, publisher of 
This Week Magazine, are the win- | 
ners of the first of two new annual | 
awards for distinguished service | 
— given by Printers’ 
Ink. 


Klopp Inc. Names Oman 

Ben G. Oman has been named 
midwestern sales editor of C. 
Klopp Inc., sales representative of 
shopping newspapers and com- 
munity weeklies published in ma- 
jor cities. Mr. Oman will be lo- 
cated at 224 S. Michigan Ave., 
Chicago 4. 


Adams Boosts Furniture Line 

Jack Adams, Los Angeles public 
relations consultant, has been ap- 
pointed by Beverly Hills Rattan, 
Los Angeles, to direct an interna- 
tional promotional campaign for 
a new line of modern-design rattan 
furniture. 


WTVI Opens Sales Office 

Signal Hill Telecasting Corp., | 
St. Louis, which will operate a 
new u.h.f. television station,WTVI, 
has opened a sales office in the 
Boatmen’s Bank Bldg. The station 
is scheduled to begin operations 
on Channel 54 about May 1. 


Promotes John G. Reuteman 
John G. Reuteman, assistant, 
sales manager of Arandeil Litho 
Corp., Milwaukee, has been pro- 
moted to sales manager. He suc- 
ceeds Carroll A. Brussat, who has | 
severed his company connection. | 


Helen Taylor Named Ad Head 

Helen Taylor has been named 
advertising director of American | 
Roof Truss, Chicago roof truss | 


maker, to succeed Norma McDer-. 
mott, who has resigned. 


used, supported by an intensive 
merchandising program. Doyle 
Dane Bernbach Inc., New York, is 
the previous agency. 


Coty Appoints Behrens | 
Albert M. Behrens has_ been | 


Inc., New York cosmetic manufac- 


| turer. He succeeds Walter Neuburg, | Bs 


who has retired after having been 
associated with Coty for 32 years. 
Mr. Behrens was formerly adver- 
tising manager of Elizabeth Arden 
Sales Corp. and Lentheric Inc. 


Expands Chicago Service 


Einson-Freeman Co., lithograph- 
er and manufacturer of window 
and store displays, has given its 
Chicago office the status of a self- 
sustaining branch. Creative art 
services will be directed by LeRoy 
Hopkins and Gerald Frank at 166 | 
E. Superior St. 


Move your Trade Show exhibits on time 
in padded vans — eliminate crating and 
extra handling — save time, reduce costs. 
Write today for a copy of ‘‘How to Move 
Trade Show Exhibits,’"’ an_ interesting 
booklet for all companies using special 
exhibits at trade shows, conventions, and 
sales meetings. 
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ed Superior service available, too, for mov- 


ing household goods of transferred per- 
sonnel, office and plant equipment. Get 
cost-saving estimate. No obligation. 


Line 


CONTACT DISPLAY and EXHIBIT DEPT. 


NORTH AMERICAN VAN LINES, INC. 
Dept. AAl Ft. Wayne, Ind. 


Thank our editors 
for this 


— BUYoLoeica 


URGE! 


| ib THE different way Better Homes & Gardens is edited that 
makes its readers the BUY-minded millions they are. 


BH&G devotes every page and paragraph to news, notes and 
— suggestions on things to try—things to BUY—to make 
iving more fun, life more complete. 


That’s why BH&G’s 3%4-million families are those with BUY on 
their minds—with the yen and the wherewithal to act on that 
BUYological urge. 


That’s why you know you picked the right book, when this 
big-time salesman is selling your brand. 


BH G BUY oL0GICAL BRIEFS 


e More advertising dollars per issue were spent in 
1952) than in any other magazine. (1st six months 


@ More dollars of advertisin 


more lines of advertis- 
ing and more pages o, 


vertising were placed in 


BH&G than in any other major monthly magazine. 
(1st six months Sf 


1952.) 


MEREDITH PUBLISHING COMPANY 
Des Moines, lowa 
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Distillers’ Blues: 
Consumption in ‘52 
Took 9.7% Nosedive 


New York, Jan. 13—If you see a 
distiller weeping, there’s a reason. 
Only four years in the past decade | 
were worse than 1952. 

According to True’s liquor news- 
letter, consumption in 1952 hit 
about 175,000,000 gallons, about 
9.7% less than 1951’s total—and it 
was mostly due to taxes. 

The 18,500,000-gallon drop re- 
sulted when retailers and whole- 
salers reduced inventories by 
about 5,000,000 gallons to hold 
down investment on floor stocks, 
and consumer resistance began to 
build up. 

Two factors kept the debacle 
from being worse: The industry 
got a 3,000,000 gallon windfall 
from promotional activity on gin 
and vodka, and the wholesalers 
and retailers insisted on keeping 
Scotch and Canadian whisky in- 
ventories at “abnormally high 
levels,” in the phrasing of Ben W. 
Corrado, who writes True’s report. 


s Here’s the profile of the indus- 
try’s consumption, in millions of 
gallons, for the last eleven years: 


Year Gallons 
DG Hain ood Peed ems 190.2 
Ce 145.5 
SS Foci oa aoa 0 eae 166.6 
BP Oia der sk bm bv ees 190.1 
ak a ge eV Renee e 8 230.9 
RR Ee ae 181.6 
reat. cakes os 171.0 
SSS dhily aa heb tN ocd 169.5 
NS Lioteiy aes awa ah eb 190.0 
eRe t th tesa ae 4) 193.7 
wae di viiascanaet 175.0 


Even more alarming, in Mr. Cor- 
rado’s view, is the decline in per 
capita consumption. In 1939, liquor 
consumption per capita was 1.03 
gallons. It rose to 1.44 by 1942, 
dipped to 1.10 in 1943, rose to 1.26 
in 1944, and rose steadily to 1.65 
in 1946. In 1947, it slid to 1.27, to 
1.17 in 1948, and to 1.14 in 1949. 
It then rose to 1.24 in 1950, and to 
1.26 in 1951, but in 1952 it will hit 
1.13, lowest figure since 1943. 

Figuring that today’s disposable 
income is about three times the 
1940 figure, it’s easy to see why 
liquor bigwigs are disturbed. 


Promotes William Baldwin 


William H. Baldwin has been 
promoted to western manager of 
Construction Equipment, a Con- 
over-Mast publication. Mr. Bald- 
win, who will make his headquar- 
ters in Chicago, has been on the 
publication’s New York advertis- 
ing staff for several years, and at 
one time was Chicago manager of 
American International Publica- 
tions. 


Hayden, Stone Names Agency 


Hayden, Stone & Co., member of 
New York Stock Exchange, has 
appointed Albert Frank-Guenther 
Law, New York, to direct adver- 
tising for its mutual fund depart- 
ment. 


Wrisley Boosts Litkowski 

Paul Litkowski has been named 
sales manager of the drug and de- 
partment store division of Allen 


letries. 
manager of the department. 


Russell Joins Doyle Dane 
Edward T. Russell, 


York, as an account executive. 


B. Wrisley Co., Chicago manu- 
facturer of Wrisley soaps and toi- 
He was assistant sales 


formerly 
with Grey Advertising, has joined 
Doyle Dane Bernbach Inc., New 


Promotes Donald Rennie 


Donald K. Rennie has been pro- 
moted to v.p. of American Brake- 
blok division of American Brake 
Shoe Co., Detroit. He was formerly 
works manager of the division, 
which manufactures automotive 
and aircraft brake lining and in- 
dustrial friction materials. 


Heath Joins Mooresville 
Darwin W. Heath, formerly 
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| John Falkner Arndt & Co., Phila- 
| delphia, has joined Mooresville 
‘Mills, New York maker of towels 
‘and apparel and decorative fab- 
rics, as advertising and sales pro- 
|}motion manager. 
Appoints Mark R. Seirsdale 
The Illinois Bankers Assn., Chi- 
_ cago, has appointed Mark R. Seirs- 
'dale public relations director. He 
formerly was with Raytheon Tele- 
vision & Radio Corp. as senior 


marketing research director of | editor of the publication division. 


Taylor Wine Boosts Douglas 

Taylor Wine Co., Hammonds- 
port, N. Y., has named Russell B. 
Douglas to the new position of na- 
tional sales manager. For the past 
five years, Mr. Douglas has been 
New York state divisional mana- 
ger for the winery. 


Ward Archer Moves Offices 

Ward Archer Advertising, Mem- 
phis, has moved its offices to 1903 
Sterick Bldg. 
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Two Join American Dairy 

The American Dairy Assn., Chi- 
cago, has completed the reorgani- 
zation of its staff with the ap- 
pointment of two department di- 
rectors. They are Marguerite Gus- 
tafson, home service director, and 
Don Coleman, publicity director. 
Miss Gustafson formerly was a 
district home economist for West- 
inghouse Electric Corp. Mr. Cole- 


ee a 
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Appoints E. T. Howard Co. 
Joseph Hensler Brewing Co., 
Newark, has appointed E. T. How- 
ard Co., New York, to direct its 
advertising. The agency handled 
the account from 1938 to 1943. 


Kennedy Joins SSC&B 
Dorothy Kennedy, formerly with 
McCann-Erickson, has joined the 


Names George H. Parsons 

George H. Parsons has been ap- 
pointed sales manager of Instru- 
ments Ltd., Ottawa. Mr. Parsons 
formerly was associated with Tay- 
lor Instrument Companies of Can- 
ada Ltd. 


Poole to Forbes Lithograph 
Forbes Lithograph Mfg. Co., 


INDIANAPOLIS, IND., Jan. 13—Na- 
tional advertising by the Inde- 
pendent Retail Hardwaremen of 
America will feature a new theme 
this year. 


Instead of the institutional ap- 


man previously was a member of|copy department of Sullivan, Boston, has appointed Ralph W. | 
3 the public velntionn staff of WGN, | Stauffer, Colwell & Bayles, New Poole Jr. advertising and sales proach used during 1952, the new 
wi Chicago. York. promotion manager. | campaign will promote specific 
Ke 


—_ 
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if you want sales 


you'll GET them 
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Retail Hardware Group to Use New Theme 
and Agency for Magazine Campaign in 1953 


types of merchandise based on the 
“do it yourself” idea. 

This year’s drive will start with 
a two-color page in The Saturday 
Evening Post. Four-color spreads 
also will be placed “in other lead- 
ing consumer publications” as yet 
unselected. A new agency, as yet 
unnamed, will handle the program. 


= Itis believed that the new theme 
will lend itself to better tie-in ad- 
vertising by the 22,000 retail hard- 
ware dealers in the group. The 
group estimates this local adver- 
tising amounts to $25,000,000 an- 
nually and that in the past three 
years it accounted for more than 
14,000,000 lines. 

The gross volume of the re- 
tailers is estimated to be $2.5 bil- 
lion annually. Also to be exploited 
in this year’s drive will be a new 
emblem which identifies dealers 
as being members of the organiza- 
tion. 


Ladies’ Hat Ads Should 
Be Aimed at Men, Hess Says 


The millinery industry should 
revise its advertising and mer- 
chandising efforts to educate men 
in ladies’ hat styles, according to 
Max Hess Jr., president of Hess 
Bros., Allentown, Pa. 

He told the Millinery Merchan- 
dising Executives Assn. in New 
York that “thousands of sales are 
lost each year because the man in 
the family frowns at hat after hat 
which his mate tries on in a mil- 
linery shop. This attitude is large- 
ly the result of ignorance of hat 
styles on the part of the average 
man.” 


Lobsenz Quits ‘Quick’; 
Chicago Gets TV Insert 


Norman Lobsenz has resigned as 
managing editor of Quick. No re- 
placement is planned at this time 
by Cowles Magazines. John Cald- 
well, formerly with the New York 
Mirror, has joined the Quick edi- 
torial staff. 

Marvin Albert, entertainment 
editor, has transferred to Chicago 
to supervise a new 32-page TV in- 
sert going into Chicago-area copies 
beginning Feb. 2. 


Lovett Joins Sherman Bros. 


Jan Lovett, formerly with Wil- 
liam H. Weintraub Co., has joined 
Sherman Bros., New York, as ad- 
vertising and publicity director. 
She will direct a national program 
for Sherbrooke rainwear in con- 
sumer and business publications. 


Promotes Charles Smullen 


Charles A. Smullen, in the pro- 
duction department of Wehner 
Advertising, Newark, has been 
promoted to production manager 
of the agency. 


You can’t go wrong with Eureka 
designed and produced trading 
stamps, collection books, or poster 
stamps. Eureka’s leadership in this 
field is your assurance of a job well 
done. 


Write tedey for information ond somples 
EUREKA SPECIALTY PRINTING CO. 
Speciatty Division 


567 Electric Street — Scranton 9, Pa. 


maker of coupons, certificates 


Eureka vodny 


end gummed stationery mems 
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After all, 


in any market 


only one newspaper is 


Newspaper Number One 


—and no “story” 


can change that. 


SAN FRANCISCO EXAMINER 


Hearst Advertisement Service 


Coolerator Budget 
Increases 8%-10%; 
New Products Bow 


Du.utu, Jan. 13—Coolerator Co. 
products will be promoted this 
year with the largest advertising 
and sales promotion program in 
the company’s history. The adver- 
tising budget has been increased 
8% to 10%. 

Added to the company’s line of 
freezers, refrigerators and ranges 
this year are three upright freezers 
and four window-type air con- 
ditioners. They are being shown at 
the Chicago winter home furnish- 
ings market. 

Also in full swing is a $2,000,- 
000 expansion program which 
started with the acquisition of 
Coolerator by International Tele- 
phone & Telegraph Corp. in the 
fall of 1951. 


s Four-color and b&w ads, rang- 
ing in size from pages down, will 
back the company’s white goods 
line in Better Homes & Gardens, 
Farm Journal, Good Housekeep- 
ing, Household, Life, McCall’s, 
Newsweek, The Saturday Evening 
Post, Small Homes Guide, Sunset 
Magazine, Time, and U. S. News 
& World Report. 

Page b&w ads will back the air 
conditioners in the May, June and 
July issues of Life and Saturday 
Evening Post. 

According to N. C. Sabee, ad- 
vertising and sales promotion man- 
ager, the heaviest concentration 
of advertising behind the white 
goods line will occur in April, 
May and June. Life is a new- 
comer to the schedule in this 
phase of the program. 


= Supporting the program will 
be an intensified and better in- 
tegrated dealer cooperative adver- 
tising program. Radio and tele- 
vision spots will be used in key 
dealer areas. 

Mr. Sabee said the cooperative 
program is expected to result in 
substantially increased newspaper 
advertising by dealers. In the pre- 
vious three years, the company 
has concentrated its cooperative 
efforts on its distributor organiza- 
tion. 

Trade advertising will be in- 
creased and merchandising and 
sales aids will be supplied. 

Mr. Sabee also said Coolerator’s 
parent organization, ITT, will con- 
duct for the first time an institu- 
tional ad program on behalf of its 
associate organizations, Coolerator, 
Capehart-Farnsworth Corp., Fed- 
eral Telephone & Radio Corp. and 
Kellogg Switchboard & Supply Co. 
This program will be run in The 
Saturday Evening Post throughout 


Advertising Age, January 19, 1953 


‘I Can Get It for You Wholesale’ 


Telephone HAacock 62860 


Dear Friends: 


on each purchase you make. 


easy courteous manner. 


obligation. 


The Buying Club of America is an organization designed to save 
you goney, while making a low legitimate profit in the process. 


Through the volume purchasing power of our members, we are 
able to obtain legitimate wholesale prices from long 
established wholesalers, distributors and manufacturers. 


To the legitimate wholesale price, we ada @ small percentage 
covering the low overhead of our modest office and our 
personal services as your buying agent. 


ONLY IN FIRST QUALITY NAME BRAND MERCHANDISE ome i In vane | 
CASE BY STANDARD MANUFACTURERS WARRANTIES. This policy 


{ We conduct our business primarily on a cash basis. 
enables us in most cases to save upwards of twenty percent 


Briefly our services fall into two main categories: 


First, we quote and wherever possible show you samples 
or illustrations of the items you desire. 


Secondly, when individual style, taste or preference is 
concerned we accompany or refer you by pass AT RESERVED TIMES 
ONLY to apparel, giftware or furniture showrooms. 


Whether it's for the home or the car, the baby or the bride, 
the student or the teacher, the workingman or the working 
girl, our established contacts can save you woney in an 


Our phone and office are always at your service-- without 
Whenever you are looking for a gift or something 
for your personal use, call us or drop in. 


Cordially, 


The Buying Club of America 


SAVE UPWARDS OF 20%—The editorial, 
in AA’s Dec. 15 issue induced one reader to forward the form letter 
shown here, which was mailed to Bostonians. Note how this discount 
house stresses “first quality name brand merchandise covered in 
every case by standard manufacturers warranties.” 


“Half Retail and Half Off,” 


the year. 

J. M. Mathes Inc. is handling 
both the Coolerator and the ITT 
institutional ad programs. 


Fried, Ostermann to Expand 


Fried, Ostermann Co., Milwau- 
‘kee glove manufacturer, has pur- 
chased Heller Glove Co., Milwau- 
kee. Sidney Levi, treasurer, and 
Herman Heller, president of the 
company, will become Fried, Os- 
termann v.p.s. The company’s 
glove production will be increased 
by approximately 50% 


Appoints Barbara Frederick 


Mrs. Barbara Frederick, pre- 
viously with McCall’s and Tide, 
has been named retirement pro- 
grams director of Lifetime Living. 
She will consult with business ex- 
ecutives concerned with retirement 
problems. 


Yale Shafer Joins Sawdon 


Yale Shafer, formerly with 
Neff-Rogow Inc., has joined Frank 
B. Sawdon Inc., New York agen- 
cy, as assistant to the v.p. in charge 
of radio and television. 


Hundreds of Ad Agencies rely on Filmack 
for TV Spots by Mail. With our 35 Years 
Experience , Huge Facilities, and Expert 
Craftsmen, we can produce all types of 
stop-motion, full animation and TV slides! 
... Send in your Storyboards for quotes. 


FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 


Reprinted in the interests of Advertisers, considering Canada... 


The London Free Press 


lestein Outariv’s Foremest Ieurtpaper 


104th YEAR OF PUBLICATION 


LONDON, ONTARIO, WEDNESDAY, DECEMBER 3rd, 1952 


CIRC. 84,200 


LONDON’S BUILDING BOOM 
ROLLS AT $34,720,000 
CLIP! NEW PROJECTS PIL- 
ING UP! 


With new construction being 
scheduled more rapidly than 
workmen can complete pres- 
ent work, London's building 
industry is hitting a $34,720,- 
000 pace, close to $5,000,000 
higher than in June. 


EXPERTS SEE NO SLUMP 


Report Inflation Licked by “Canada”, Good Times Ahead 


HOLLYWOOD, Fla., Dec. 3—(AP)—The Investment Bankers 
Association of America was told today that Canada has licked 
inflation, at least for the time being, and there is not much fear 


of a recession in the coming year. Canadians, said a report of 
the Canadian committee of the association, have settled down 
to a “period of good average prosperity”. 


For further evidence of the bright Canadian Future and the importance of a major market 
London, Ont.—Write C. G. Fenn, Adv. Mgr. 
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: Annual Progress Report 


| for the year 1952— 

the new American Druggist™ 
showed a gain 

of 8.9% in advertising pages. 


The second national drug trade publication® 
showed a gain of 3.6% 


The third national drug trade publication** 
showed a loss of 5.9% 


® Editorial influence creates 
advertising effectiveness. The new 
American Druggist is the most powerful drug trade 
Siiitiiiene publication in America. 


f **24 issues 


Source: Media Research Inc. 


2 a 
merican ru st Serving every independent and chain druggist 
... and wholesaler ... every other Monday. 
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E. W. TIMMERMAN, PUBLISHER as : The - ~ Magazine 
DAN RENNICK, EDITOR ea og AO og . Pais i Oe tg Fl ge 
J. E. RIESENFELD, BUSINESS MANAGER 
R. A, O'MALLEY, ADVERTISING MANAGER New York Chicago Los Angeles San Francisco 
572 Madison Avenue 11 N. Wacker Drive 2978 Wilshire Blvd. Mills Bldg. 
N. Y. 22, New York Chicago 6, Illinois Los Angeles 5, Col. San Francisco 4, Cal. 
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Signed ee CONaNT farmer “| 


When a periodical is close to its readers, it hears 


from them. Constantly. 
If you ever lived in the country or read a country 


newspaper, you know that. 


Letters from “Two Little Girls in Blue”, “Taxpayer”, 
“Grateful Housewife”, “Indignant Farmer’—they 
just keep coming in. 

No different down here at 

1615 H Street NW, Washington 6, D. C. 

Letters just keep coming in. Every day. Every 


week. Some as feeling as the farmer’s. Mostly 


friendly, thank goodness. 
Better than any readership study ever 


invented, too... 
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We're no fools. We'll start with a real lalapalooza. 


It happened in March. Or at least that’s when it started. Ran a 
little item in ‘‘Management’s Washington Letter” about regula- 
tions bearing on industrial mobilization. 1707 executives from 
large, small and medium sized firms from all over America wrote 
for it. Three months later, letters still coming in. 


Take a little one now. Kind of warm and intimate, too. A couple 
out in Bonner Springs, Kansas write, “Our 22 months old 
daughter, Janice, is very interested in your magazine as the en- 
closed snapshot indicates.” 


Okay, let’s take a big, important corporation like DuPont. The 
nial Assistant to the President writes, “IJ have read Nation’s Business 
S | in “eee ] a for a long time, since Mr. Greenewalt’s copy has been available 


to me.”’ 


And another big one, the president of a leading instrument com- 
pany—“I am wondering if reprints of ‘Economy Is For Others’ 


are available. I would like to mail a copy to every Senator.” 


How about a banker? The Vice-Chairman of Houston’s 2nd 
National says, “J would like to have 10,000 copies of the article 
‘Executives Are Not Born’.’’ Try an insurance executive, “Send 
200 reprints of ‘And Then, Sudden Ruin’.”’ And one more, the 
head man of the Aetna Group in Hartford, “J thought the Sep- 
tember issue was just about one of the finest issues I have seen 
of any magazine.” 


Well-known figures like James A. Farley. Little businessmen you 
never heard of. Publishers like Red Motley. Newspaper men like 
the Sunday Editor of the Kansas City Star, seeking reprint rights. 
Those who love us, like the Consolidated Edison man from New 
York, “Your magazine is swell.’’ Those who hate us like the fellow 
from Chicago who wrote, “Go to hell, editor.” 


Readers, readers, readers. Any NB representative will be glad to 
show you letters from hundreds and hundreds of them. Just 
imagine if you ever got this 800,000 businessman audience writing 
to you! 


mass coverage of business management 8h 


A GENERAL MAGAZINE FOR BUSINESSMEN * WASHINGTON 6, D. C. 
4 NET PAID ABC 807,099 
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40 Advertising Age, January 19, 1953 é 
yr =,8 . 7] | curve generally moves more or|example. The same general pat-| peting newsman, Edward R. Mur- a 3 
ompetitive nvironment Is Key _less steadily upward until the clos- tern showed up in a nine-city pop- row, began to pick up new view- 4 tl 
_Ing minutes when it takes a dip. ularity chart covering the “Grou- ers toward the end of “See It ; 
‘ = ; cho Marx Show” (DeSoto-Plym- Now” (Alcoa on CBS). Some of a 
to Problem of Scheduling TV Spots _® These audience additions could outh, NBC) in October. these have been smallfry settling n 
a oe eng “~ people On the other hand, Walter Win- down for a session with Gene r 
i : et home late to those who chell, who has not yet made video’s : ‘ 
By Maurine Christopher first half-hour (Toni and Pills- decide to have an early look at rating elite, hit his rating peak in ai preggo age . 
New York, Jan. 14—What are bury alternating ) gain by not mak- _ what is doing on other networks. the closing minutes of his quarter- which Nielsen officials have noted ‘ 
the best spots on a TV show sd ing their bid for sales until the The nature of this line might hour commentary for Gruen in their longtime studies of audi- . 
the commercials? audience has had a chance to) vary from week to week, depend-| watches on ABC in a November ence flow in broadcasting is the 
Do opening and closing place- build. The second-half sponsor, ing on the relative strength of the | analysis. fickle nature of televiewers wh - 
ments get the sponsor as many oe gets the largest num- | competition and the pulling pow- |tend to be “switch happy.” This it 
ee ivareutene “s be ign | er of viewers, since the rating er of guest star attractions, for |® Likewise, Mr. Winchell’s com-| tendency is much more marked K 
audience? If not, what timing 7 


would give his product the peak 
potential for its advertising? 
These are questions which all 
television buyers undoubtedly | 
would like to have answered, but, | 
like most advertising decisions, 
they don’t fit into simple, clear-| 
cut generalizations. Too many 
variables enter in, the most im-| 
portant being that each week’s 
show is different. And particularly, 
if the program is live, it may be 
impossible to anticipate accurately 
the climactic points of interest. 
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s However, a study of the min- 
ute-by-minute audience flow as 
reported by A. C. Nielsen Co. in- 
dicates a few basic, common sense 
guides as to what procedure may 
be advisable for sponsors. These 
minute-by-minute ratings give a 
graphic picture of what Murry 
Harris, public relations director of 
Nielsen, calls the “competitive en- 
vironment” or the fore and aft at- 
tractions on the same and compet- 
ing channels. 

For sponsors who precede or fol- 

low an unusually popular program, 
the best bet seems to be to sched- 
ule their commercials as close to 
that program as possible. A look 
around the dial will show that 
many advertisers are doing just 
that. 
# Adjacencies to Arthur Godfrey’s hg 
Wednesday night CBS telecast, 
which dominates in the 8 to 9 p.m., 
EST, spot, are good examples. 
Nielsen nine-city popularity charts 
(a good picture of the network 
competitive situation because these 
cities—New York, Chicago, De- 
troit, etc.—all have at least three 
stations) for November, 1952, show 
Perry Como’s audience taking a 
big jump in the last four minutes 
of the show as Mr. G’s big follow- 
ing begins to tune in. 

In the nine-city averages Mr. 
Como’s rating goes from 16.5 at 
the opening of the show to 25 at 
sign-off time 15 minutes later. On 
f national basis, according to the 
Nielsen figures, Chesterfield gets 
a couple of million extra viewers 
by scheduling the last commercial 
toward the end of the show. 


———— 


# In the same manner, Colgate’s 
“Strike It Rich,” which profits 
from a big inherited audience from 
Godfrey at 9, before the audience 
settles down to a lower level, is 
wise to throw in an early commer- 
cial. 

Godfrey’s Wednesday hour tele- 
cast also is a good case in point for 
another hint to advertisers: Sales 
messages in the first few minutes 
and the last few minutes of a high 
rating show may not give you the 
biggest audience potential. 

Particularly, sponsors 


*Costs are on a sliding scale, from $7.50 to 
$12.50 per thousand, depending upon the 
number of participants. The quoted $7.50 
rate (34¢ per coupon) is based on the maxi- 
mum of six participants. 
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of the 


Western Empire Direct Advertising 
Company offers these other services: 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


Direct Mail 
Home-to-Home Distribution 
Premium Mailings 
Merchandising —Sales Work 


Call on Western Empire—The largest 
direct advertising firm in the West. 


UNION CIRCULATION CO., INC. Market Research—Surveys 612 HOWARD ST., SAN FRA? 
5 Columbus Circle, N.Y.19 * CO 5-8088 NEW YORK 
BEN B. VAIL 
ng otk oh cern Branch Sales Offices: — 141 East 44th St., New York 17, N.Y. | 333 


of Dependable Service” MUrray Hill 7-463) 
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than it ever was—and certainly count previously. The agency has| school students. Batten, Barton, | Printer Changes Name 


than it is now—in radio. been named also by MacArthur Durstine & Osborn is handling. 

The average TV family, which, Products, Indian Orchard, Mass., Loliouiie, x outiee cumeal ateiat 
as of October, had video going a aaneee advertising ae eet | Siete Adds Three to Sales iary of Fawcett Publications, New 
nearly five hours a day, shows no ae mye Bef gh a ga nal Blatz Brewing Co., Milwaukee, | York, for the last nine years, has 
reluctance to change stations when “&8*8© Wheeling device. ‘has added three members to its Undergone a name change. It is 
the mood strikes. sales staff. All three were former- OW known as Fawcett-Dearing | 


Du Pont Starts ‘Science’ Drive ly on the sales staff of Jos. Schlitz Printing Co. 


. E. I. du Pont de Nemours has a_| Brewing Co. Louis E. Wheeler be- 
2 Accounts to Silton Bros. “new advertising campaign called comes assistant to the president,| Andersen Joins Ridder 


Beach Soap Co., Lawrence, | “Science in Action,” appearing in| Frank Verbest, and chairman of | Edward Andersen, formerly with 


Mass., has appointed Silton Bros., | Scholastic Magazines. The inser- the planning board. Sanford I. | | the New York office of the Phila- 


Boston, to handle advertising for | tions, scheduled for the rest of the Lewis of Raleigh, N. C., and Mark | delphia Bulletin, has joined the 
its industrial soaps. Louis Robert} year, aim at stimulating scientific | Rosenberg of Columbus, Ga., have | 
Korn & Co., Boston, had the ac- interests among junior and high| been named area sales managers. Johns, newspaper representative. 


y f.and Drug Products 


E RN'SALES- OVERNIGHT! 


ir 


hg 
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‘proved low-cost "BRANDS YOU KNOW” 


group-couponing program for MARCH, 1953 


If your Western sales need a lift—if you want to improve the sales position of your product 
—if you want to expand your Western retail distribution...here is a quality group-couponing 
program that will do the job. Your cost is low because costs are divided among the participants! 


AREAS, MAILING DATES AND CLOSING DATES—ACT NOW TO ASSURE YOUR PARTICIPATION! 


AREAS MAILING DATES CLOSING DATES 


Pacific Northwest, Alaska, 
epee ees. cs lt lk tl tl tlh ele RR oe ws + ct ae 


California Valley, San Diego, 
Denver and Arizona Areas . . . . . . =. March15 .. . . . . February 15 
San Francisco, Hawaii Areas . . . . =. =. +. March22 ... . . . February 22 


ey. eae eee ee | 


Write, Wire or Phone Any of Our Sales Offices for Complete Details 


Less than 1‘ PER COUPON * 


Includes printing, mailing and postage 


cost. There are no other charges. 
This truly cooperative pro- 
gram, where costs are shared 
by participants, is the only one 
of its kind in the West. 


Your cost can be as low as $7.50 
per thousand or34¢ per coupon. 
Every expense of coupon pro- 
duction, mailing—even postage 
—is included in this one low 


For details on the March, 1953 


Here are some of the manufacturers who participated pol sca ip ae Te 
in the program. Many repeated in two or more of the offices—or mail coupon below. 
scheduled mailings. oe sa a 
Albers Milling Co. Dr. Ross’ Pet Foods M. J.B. Coffee Co. | acta -—-———W, 
B. T. Babbitt Co. Durkee Famous Foods Purex Corp. | Please send sample kit 
Best Foods Co. Fisher Flouring Mills Quaker Oats Co. | KNOW” Pall ec i of the “BRANDS You | 
The Borden Co. The Frito Co. Real Gold Citrus Products 1 areas Upon mailings, plus detaj Is | 
Colgate-Palmolive-Peet General Foods Corp. C. A. Swanson & Sons me quantities, dates, costs, etc. of th ng 
Corn Products Refining Co. Thomas J. Lipton, Inc. Wesson Oil & Snowdrift | & March mailing. ° € com | 
Name__ 
. Steet 
a division of | es —— 
OO WESTERN EMPIRE | 44, re nnmmtinaiassied « 
Direct Advertising Co. ! . ee a: 
(Formerly the Hecht-Arms Co.) City & State | 
antag is 
FRANCISCO 5, CALIFORNIA » GARFIELD 1-8500 hietinuahe: stl 
CHICAGO HONOLULU ve ee et a dae oa 
DON McLEESE J. E. RANSBURG 
333 No. Michigan Ave., Chicago 1, Ill. 1009 Waimanu St., Honolulu 14, Hawaii 
CEntral 6-2733 Telephone 56354 


New York sales staff of Ridder- 


‘Packager Offers to 
Put on Theatricals 
for Employe Groups 


Kansas Crry, Mo., Jan. 14—In- 
dustrial companies that are tired 
‘of the headaches of putting on 
employe theatricals can get a $995 
aspirin now. 

The Empire Producing Co., with 
a newly added corps of directors 
who specialize in handling com- 
/pany package shows, is ready to 
/organize and produce company 
| shows “and provide everything to 

/assure a smooth, enjoyable and 
even a profitable production.” 

| Empire’s fee for all this is $995. 
_® Interested companies will get a 
selection of five revues, costumes, 
scenery, music, scripts and pub- 
| licity posters. Each director will 
_spend two weeks at a plant—cast- 
‘ing, rehearsing, directing and 
_handling all other production de- 
‘tails, 

| Empire, which has_ produced 
amateur talent shows for civic and 
fraternal organizations for 22 
“years, last year put on shows in 
| 2,139 towns (AA, Dec. 1, '52). 


i Florida Newspapers to 


Carry New Perry Supplement 

| The All Florida Magazine, new 
| weekend newspaper supplement 
published by John H. Perry News- 
papers, will be carried initially by 
'12 Florida newspapers after its 
debut Jan. 25. The magazine, “cre- 
jated, written, printed and delivered 
‘in Florida, by Floridians, for 
| Floridians,” will be published at 
Ocala, Fla., and will be restricted 
to Florida newspapers. 

William P. Baker is the pub- 
lisher of the new supplement. Edi- 
tor is Dixon Stewart, formerly 
| president of Transradio Press 
Service. 


Hirshon-Garfield Opens 
Miami Office; Adds Two 


Hirshon-Garfield, New York 
| agency, has opened a branch office 
_in Miami, under direction of Judah 
| Katz, heretofore v.p. in charge of 
|media. It is the agency’s second 
branch, the other having been 
opened in Boston ten years ago. 

In addition, the agency has ad- 
ded Mrs. Casey Isaacs Herrick as 
'fashion director and Jesse Fisher 
as copy executive. Mrs. Herrick 
was formerly executive v.p. of A. 
M. Sneider & Co., and Mr. Fisher 
“was previously copy supervisor at 
| Lake-Spiro-Shurman, Memphis. 


| Heywood Shifts Execs 
| R. R. Heywood Co., New York 
'color lithographer which has just 
completed its 50th year, has made 
the following changes in its execu- 
‘tive personnel: R. R. Heywood Sr., 
president, becomes board chair- 
man; R. R. Heywood Jr., v.p., be- 
‘comes president. Donald S. Kelley 
has been appointed v.p. in charge 
‘of commercial and advertising 
sales. He was sales manager of 
|Polygraphic Co. of America, New 
| York. R. R. Heywood III has been 
| elected v.p. and treasurer. 


_Breinig Bros. to Lucerna Co. 

Breinig Bros., Hoboken, N. J., 
paint manufacturer, has named 
Lucerna Co., New York, to handle 
its advertising in newspapers, 
magazines, radio and TV. The ac- 
count was formerly with George N. 
Kahn Co., New York. 


SETTYPE —--«) 
| AT YOUR OWNS 
FR Sn Se 


Business men everywhere use FOTOTYPE 
to beat high type costs. A sure, quick 
way of preparing copy for offset or any 
photographic reproduction. Anyone 
can doa professional job(A stenog 
fapher set this entire ad). Send 
for free catalog. over 100styles 


1415 ROSCOE ST. CHICAGO 13. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


Thinks ‘Alice’ Provides Apt ‘advertisements for a wine com- 


Slogan for Ad Business 

To the Editor: A recent issue of 
ADVERTISING AGE carried a double- | 
page spread of an advertisement 
of a large midwestern advertising 
agency. This advertisement was in 
the form of a reprint of a talk 
given by the head of this agency, | 
before a meeting of national ad-| 
vertisers. 

This talk, according to the ad- 
vertisement, was largely concerned 
with the “studies” in the social 
sciences that this particular agen- 
cy has embarked upon, and in 
particular certain studies in moti- 
vation psychology undertaken in 
behalf of clients of this agency... 

The speaker, in order to illus- 


pany. For the purpose of develop- 
ing an idea that could be utilized 
in these ads, a group of social 
scientists, psychologists, psycho- 
analysts, psychiatrists and others 
were turned loose on a section of 
the public to uncover the basic 
motivation of wine drinking. 
Well, after reading this far it 
occurred to us that here was an 
advertising campaign that was a 
campaign! We would have been 
willing to bet our last two bits 
that after those scientists got 
through working on the public’s 
traumatic neuroses and hitting 
them between the eyes with a 
skoptophilia, they would come up 
with an idea that would just about 


new day was dawning in adver- 
tising at last. 

Eager and expectant we read 
on, anxious to find out just what 
_ kind of a super colossal and unique 
idea would eventuate from this 
| imposing assemblage of scientists 
j}and scholarly researchers. Well, 
| you can imagine our surprise when 


_we read that the copy theme cre- | 
“Wine—Like Grandma | 


j}ated was: 
| Used to Make”! Shades of Barnum 
and Uncle Hiram’s Snake Oil! Like 
Grandma Used to Make! Is it for 
this, we asked, that 30,000 scien- 


before our eyes and our memory 
went back to countless advertise- 


advertisements for cookies, soup, 


Advertising Age, January 19, 


Perhaps when the results are 
published next March a new day 
for radio research will have 
dawned at long last. 

Victor A. SHOLIS, 

Vice-President and Director, 

WHAS Inc., Louisville. 
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of the ad. ‘Why,’ she said to us, 
‘can’t every advertiser make as 
much sense and present as many 
facts when they talk to us wom- 
en...La Rosa gives us credit for 
being able to add two and two...’” 

About the wonderful little lady’s 


tists are laboring? A mist swirled | 


ments of the past 30 or 40 years, | 


aside, “I do wish they’d be more 
grammatical (in the headline) and 
say fewer calories instead of less,” 
we might reply: 
We don’t blame Creative Man’s 
wife 
For being fanatical 
About ads being more gram- 
matical. 
But it’s our reasoned guess 
That the average ad-viewer 
Would stumble more on “fewer” 


History Clicks 

To the Editor: I am enclosing a. 
reproduction which I think realis- | 
tically exemplifies the vigor one. 
can project into modern advertis- | 
ing by a skillful use and blending | 
of old, yet well known historical | 
facts. 

The merging of ancient and 
modern is calculated to make a | 
wide appeal, particularly when in-| And less on “less”! 
terpreted in a pictorial form, | *She’s so smart, too—independent 
which in this example, as you newspaper survey shows La Rosa 

| sales gains zooming way ahead of 
/competition since new series 
started! 
HORACE HAGEDORN, 
Vice-President, Kiesewetter 


knock the socks off of any ad- 
vertising idea that ever appeared 
in print. It seemed to us that a 


trate the manner in which his agen- | 
cy employs the social sciences, | 
gives a “case history” of a series of | 


a 
st 


Experience. gained : 
Serving 12,000 a 
Soes into | your cata! | 


oa 


You’re sure of satisfac- 

tion when you work with 

Heinn, creator of 12,000 cus- 
tom-designed sales developers. 
Leaders in your own industry prob- 
ably use Heinn Loose-Leaf Binders. 
Most sales-minded executives know 
that Heinn-designed catalogs and 
sales manuals have the power to 
make the buyer 
look ... so you 
can make the 
sale! It’s simpli- 
fied selling —a 
means of keep- 
ing all material 
up to date and 
in sequence. You 
deserve to know 
the whole story 
behind Heinn’s 
promise: lowest 
operational cost 
per unit per 
year. 


Representatives in 
Principal Cities 


THE HEINN COMPANY ‘ ; 
320 W. Florida St., Milwaukee 4, Wis. a / / Thi S$ 
Mm Coupon 
(C0 Salesmen’s Carry-Cases 


Information, please. 
(C0 Salesmen’s Binders 
(C) Price and Parts Books 


at Cc 
ne Soon (J Plastic Tab Indexes 
() Easel Presentations a Acetate Envelopes 
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inators of the Loose-Leaf System of Cataloging 


P | Covers 
i nel ereven (CD Sales-Pacs 
Sales and Instruction Manuals 


NAME TITLE 
COMPANY 

ADDRESS. 

CITY STATE 


beans, mufflers, washing machines, 
tractors and what have you, all, 
mind you, just like Grandma used 
to make! 

After reading this advertisement 
purporting to show the contribu- 
tion of the social sciences to the 
advertising business, we were 
somehow reminded of the incident 
in “Alice in Wonderland” where 
Alice, coming into a strange coun- | @ 
try, is told by the queen, “Now, | 
here, you see, it takes all the run-| 
ning you can do, to keep in the 
same place.” And wouldn’t that @ 
make a good slogan for the ad-|§ 
vertising business? 

HENRY GARNER, 
Cincinnati. 


wor the beet word om rockers, The 
temery Becker & the low word 
conten 


| will observe, absorbs % of the 
‘entire space available. Yet it will 
‘be seen in this connection, that the 
Looks Forward to New /product advertised dominates the 
Day for Radio Research ad, and is indeed the focal point 
To the Editor: Apropos of your |°f concentration. 
editorial on confusion in radio| We have found this type of ad- 
research as a result of the Nielsen | V¢rtising most successful . . . 
and Standard Audit surveys just | ____ SINCLAIR TAYLOR, 
published (AA, Dec. 29), may I. Advertising Manager, Luxury 
recall a paragraph from a small| Furniture Co., Grand Rapids. 
talk I made before the CBS affili- | ° . . 


ates last July: | ‘ P 
“Because radio is radio, it could La Rosa Booming Despite 


not, and never can have an Audit | Fanatics on Grammatics 
Bureau of Circulations. Against the| To the Editor: We always head 


copy counting of the bureau, radio | for the Creative Man’s Corner in 


age measurements. If it ever really | his pithy comments. We were de- 
benefitted by these multi-million 
dollar ventures, the proof is quite 
obscure. Our present situation is | pared for La_ Rosa, 


| outstanding as an example of no ‘stated: “The little 


where he 


under way, not one, but two, cov- | 


Associates, New York. 
* 


| * . 
Jason’s ‘Wicked Eye’ Did 


a Real Job for Shirt Maker 

To the Editor: We always read, 
with interest, James D. Woolf’s 
columns in ADVERTISING AGE and 
admire his “down to earth ap- 


thine proach.” However, as you might 


expect, we have to take issue with 


| his recent comments on our Jay- 


son ad featuring what he called 
“a wicked eye—green and greedy, 
and a pair of scarlet lips, lush and 
provocative.” 

If the purpose of this ad had 
been to sell shirts in the way that 
a Montgomery Ward catalog has 
to sell shirts, his comments would 
have been amply justified. How- 
ever, we are competing for the 
consumer dollar with a budget that 
cannot be compared in size with 
those that exist in other fields. It 
must also cover not only shirts but 
also sport shirts and pajamas. 

What we are fighting for is to 
get brand recognition on the part 
of consumers and we then have to 
rely on sales promotional activities 
to see that full advantage is taken 
of this “brand recognition” in re- 


| tail stores. This is the background 


against which the ad was con- 
ceived. The purpose was to create 


tried two uniform national cover-| each issue and are stimulated by |a definite stopper, wtih the hope 


| that anybody glancing through Es- 


lighted by the applause in his Dec. | 
29 column about the ad we pre-| 


(gorgeous,* | 
progress at all. We currently have we're sure!) lady read every word | 


quire, Saturday Evening Post or 
Life would literally be forced to 
stop and look at the ad and find 
out that there was a “Jayson” and 
that Jayson made men’s shirts, 


| erage measurements. One is spon- 
|sored by CBS, the other by NBC. 
|Each is studiously designed to/| 
| measure the same thing, only with | 


, 
\2 guarantee that the figures will | AMERICA'S 
|not match. There’s the further | FIRST 
b oaiil , — : “4 
guarantee that comparing their re- | ENGRAVER 


sults will merely compound con- | 
fusion. They will contribute little, | 
if anything, toward giving us sound 
| business information on which we 
can base our rates.” 
This reminder is not made in 
any spirit of “I told you so,” but 
is aimed at pointing up the fact 
‘that seven stations represented by 
‘the Henry I. Christal Co. are un- 
'derwriting a measurement of the 
radio medium by Alfred Politz in| 
a new and significant dimension. | 
We despaired of the radio industry \ 
striking out into new fields of radio 
research to eliminate the confusion 
you deplore. 
The Politz survey, which is now 
under way, will provide factual in- 
formation on the significance and 
impact of radio. It will develop 
‘practical evidence of how radio 
| reaches its audience and how peo- 
| ple react to it. It has two primary 
objectives: 
1. To provide broadcasters, ad- 
| vertisers and agencies with a fresh 
| perspective on the medium, its in- 
herent values and characteristics. 
2. To chart a course of future ra- 
dio research that the industry 
might profitably undertake on a 
broader scale, in greater detail, and 
on a continuing basis. 


j 


DAY-NIGHT 


REVERE PHOTO ENGRAVING CO. 
712 FEDERAL STREET, CHICAGO 5, ILL. WA 2-8816-7-8 
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sport shirts and pajamas. | moting our sales. 


Mounted display cards and/| 
30x40” blowups of the advertise- 
ment were provided for retail dis- 
plays. Our Dealers’ Service Book, 
our advance cards, in fact, all of, 
our fall activities incorporated the | 
theme. The results have greatly 
exceeded our expectations. Our 
sales force reports that never can 


they recall an ad that created SO | 


much favorabe comment among 
retail executives and retail store 
people. Requests for display mate- 
rial were up about 50% above any 
past promotional tie-in. It did not 
stop there. For the first time in our 
experience, we had people writing 
in asking us if they could have 
display cards and blowups to use 
in dens in their homes. We had 
a number of letters from consum- 
ers commenting on the ad, and 
only one of these was unfavorable. 
We even had a 12-year-old girl 
finish the drawing and send it to 
us to let us see how she thought 
the complete face would look. 

The shirt business was good this 
fall but, from a preliminary analy- 
sis, it looks as though our increases 
will be far above average. We are 
giving this promotion a lot of 
credit for the increase but, more 
importantly, feel that many people 
have heard of Jayson who never 
have heard of it before and that 
we now have to be smart enough 
to continue driving with brand 
new ideas and merchandising our 
ads in such a way so as to produce 
results at retail counters. 


JOHN K. NortTHWAY, 
Sales Promotion Manager, F. 
Jacobson & Sons, New York. 
° . ® 


‘Produced,’ Not ‘Reproduced’ 

To the Editor: Naturally we 
were interested in reading ¢e letter 
by S. D. Rose of Montreal in your 
Dec. 29 issue. Unfortunately your 
explanation of the short-changing 
of the audience of La Presse is not 
quite accurate. You say, “The 
chart which ADVERTISING AGE re- 
produced from a Canadian Adver- 
tising Research Foundation report 
short-changed La Presse on the 
length of the bar designating total 
projected audience.” Actually, the 
Canadian Advertising Research 
Foundation report did not have any 
charts, merely columns of figures. 
It was your own editorial staff that 
prepared the charts from these 
figures. However, we were very 
much pleased and grateful to you 
for the excellent story on our 
studies which appeared in your 
Dec. 8 issue, and were it not for 
Mr. Rose’s letter, I am sure few 
people would have discovered the 
discrepancy. 

JOHN A. M. GALILEE, 

Secretary, Canadian Advertis- 

ing Research Foundation, Tor- 

onto. 

. ” 7 


Credit Line Added 

To the Editor: On Page 12 of 
the Jan. 5 issue of ADVERTISING AGE 
you showed a reproduction of a 
cartoon that was in one of the 
“Alumination” magazines pub- 
lished by our Follansbee Metal 
Warehouses in conjunction with 
Kaiser Aluminum for whom we 
distribute aluminum in this dis- 
trict. 

Although we appreciate the 
credit given to us, we do feel that 
the man back of this magazine 
should be given full credit not only 
for this cartoon but for many 
others that are in the magazine. 


We hope this letter gives the 
true credit where it belongs—to 
Mr. Fabun. 

J. H. DOWLING, 

Assistant Vice-President, Mar- 

keting, Follansbee Steel Corp., 

Pittsburgh. 

“Alumination” is as bright a lit- 
tle magazine as its name implies, 
and AA 


pear as Editor. 
e . 


A Rhyme for a Rhyme 


To the Editor: for Allen Thatch- 
er—It’s impossible to match y’er 


is glad to credit Mr.| 
Fabun, whose name does not ap-,| ig 
/about advertising. 


|to your masterpiece—and how! 


W. A. McDermip, 
New York. 
* * e 


Exercises a Privilege 


To the Editor: Practically every 


_week I read, and have been read- 


ing for a long time, “The Eye and 
Ear Department.” I read it for the 
same reason I read the rest of your 
magazine: to learn something 


Most of the recent “Eye and Ear” 


‘articles (at least so it seems) use ;, 
good space to plug Bishop Sheen. } 
'I don’t like Bishop Sheen's pro- 
| gram and the author does. That’s 
flair for rythm and for rhymes ina privilege both of us enjoy. My 
your portrait of our times. Your | objection is the use of your trade 
ability to name such a galaxy of | magazine to sell his religion. 

fame rates a most admiring bow 


with it? 
Let’s get back to business. 
Daniet B. SCULLY, 
Highland Park, III. 
The Eye & Ear Department is 
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concerned with Bishop Sheen’s 
program as a program. Neither it 
nor AA is one whit interested in 
“selling his religion” or any other 
religion. 


Rit 


How long do we have to put up, HEATING PUBLISHERS, Inc. 2 W.45thSt. NEW YORK 36 (MU 2-4786) 


gives you 


local stations . . 


| 


We, therefore, would like to call | 


to your attention that the editor is | 


Franklin St., Oakland 12, Cal. This | 
is a cooperative venture with Kais- | 
er in the sense that they publish it | 
and sell it to us at a minimum cost | 
and we distribute it to our custom- | 
ers and prospects. 

We have had very favorable | 
comments on this publication, par- | 
ticularly the December issue, and 
we are quite pleased with the co- 
operation given by Kaiser in pro-' 


Don Fabun, “Alumination,” 1801 | 


To sell frozen foods 
to inland Californians 


(AND WESTERN NEVADANS) 


Frozen foods or hot tamales, the way to sell in inland California is 
. on the BEELINE! It’s the five-station radio combination that 


THE MOST LISTENERS More than any competitive combination of 
. more than the 2 leading San Francisco stations 
and the 3 leading Los Angeles stations combined. 
(BMB State Area Report) 


LOWEST COST PER THOUSAND More audience plus favorable 


Beeline combination rates naturally means lowest cost per thousand 
listeners. (BMB and Standard Rate & Data) 


Ask Raymer for the full story on this 3%-billion-dollar market— 
inland California and western Nevada. 


McCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA = Paul H. Raymer, National Representative 
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You Ought foKiow . « 1.£.Phenne: 


The new president of Interna- 
tional Cellucotton Products Co., 
L. E. Phenner, was once a book 
salesman. In 1923, shortly after 
graduating from the University of 
Ottawa, he sold books in his native 


|England to reorganize that sub- 
sidiary. In 1951 Mr. Phenner 
moved to Chicago, where Cellu- 
cotton headquarters are, to serve 
|aS a v.p. and director. Last Sep- 
tember he became an exccutive 


Canada for Glasgow, Brook & Co.,| yy, and a member of the executive 


publisher of 
“The Chronicles 
of Canada.” 
“Selling books 
is real training 
for a salesman,” 


Mr. Phenner 
says. “If you can 
sell books you 


can sell anything, 
because a set of 
books is some- 
thing most peo- 
ple don’t want.” 

Mr. Phenner speaks gently and 
leisurely. His quiet manner and 
subdued dress in no way suggest 
the stereotype of the brash sales- 
man. 

Most of his career has been oc- 
cupied with selling and advertis- 
ing in various executive positions 
with Cellucotton. In 1949 he re- 
ceived the Gold Medal Award for 
advertising achievement from the 
Assn. of Canadian Advertisers. He 
also had been president of that 
group in 1946. 


L. E. Phenner 


gs While he has never had the title 
of advertising manager, his duties 
as president since 1931 of Canadi- 
an Cellucotton Products included 
those ordinarily assigned to the 
advertising manager in this coun- 
try. He retains his position as head 
of the Canadian subsidiary in ad- 
dition to his new duties. 

Mr. Phenner was born in Hali- 
fax, N. S., on Nov. 13, 1902, and 
at the age of five years moved with 
his family to Ottawa. Eventually, 
he attended the University of Ot- 
tawa, from which he graduated in 
1921. At the university he was ac- 
tive in sports, especially in hockey, 
and his favorite pastime today, at 
least during the winter, is curling. 
He also managed to find time, dur- 
ing his student days, to play on the 
Ottawa Collegiate football team 
and Ottawa Senators baseball 
team. 


# Mr. Phenner’s first job was not 
with the book publisher. Once, 
during his college days, he worked 
for an Ottawa bank, and immedi- 
ately after graduation worked on 
ledgers—and even as a teller— 
with the Canadian Bank of Com- 
merce. He gave up banking to join 
Glasgow, Brooks in 1923. 

After a year with the book pub- 
lisher he joined Beech-Nut Pack- 
ing Co., which was just getting 
started in Canada, as a salesman. 
He remained with Beech-Nut un- 
til he joined Cellucotton in March 
of 1926. He was married in 1929 
and has two children, a girl and a 
boy, 18 and 14, respectively. 

He began as a detail salesman 
and worked his way up to sales 
manager. In 1930 he was named 
managing director and a year la- 
ter was elected president of the 
Canadian unit as well as of the 
English subsidiary, Cellicotton 
Products Ltd. In 1936 he went to 


THE LEADER IN RAPID PRO. 
DUCTION AND’ EFFECTIVE 
DISTRIBUTION OF RADIO RE- 
LEASES AND NEWS MATS. 


Home Office 
420 North Michigan Avenue 
Chicege 11 


committee. 


® Because of his extensive experi- 


ence in business in three countries 
Mr. Phenner is certainly in a posi- 


| tion to symbolize the “internation- | 


al” in his company’s name. He 
finds little difference in the busi- 
ness character of Canada and the 


U. S., however. In fact, he fore- | 


sees a bright future in an econom- 
vic tie-up of the two countries, 
pointing out that Canada is prob- 
_ably one of the richest nations in 
the world in terms of natural re- 
sources, and lacks only the pop- 
ulation. A Canadian business man 
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thinks and acts quite similarly to | 
_the U. S. business man, he says. | 


| ® However, the English method of 
/doing business is quite different, 
Mr. Phenner points out. 

The Englishman is schooled to 
doing business in a different man- 
“ner. While the English business 

man is thorough and will achieve 
/his goal, he is much more leisure- 
ly in doing it than his cousins ov- 
| erseas. 

| Another thing that makes busi- | 


ness different in England, he says, 
is that there actually are very few 
government restrictions on busi- 
ness. 

“There is no such thing,” he 
points out, “as the Robinson-Pat- 
man Act and most nationally ad- 
vertised lines are sold on a main- 
tained-price basis. You don’t see 
the cutting of prices as here. 


= “The English people show a 


_high degree of product loyalty,” 


he continued. “And they are more 
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set in their ways.” 

He admitted, however, that the 
advent of supermarkets as we have 
them in America might change 
this pattern. 

“Advertising has undergone 
drastic changes in the last 10 or | 
15 years in England,” he says. | 
“The tendency is to adopt success- 
ful methods of selling tried out. 
here.” 

Most of the progress that could | 
be made, he added, has been held 
back by the austerities of the war | 
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and postwar period in which pa-| 
per has been scarce, forcing the. 
main advertising medium, the. 


Heaton Joins ‘Perfumer'’ 
Seward Heaton, formerly adver-_ 
tising promotion manager of the | 
| 


dailies, to curtail their size. [named Women’s Group, has been | 


Promotes Clifford A. Brooks 


Pratt & Whitney, 
Niles-Bement-Pond Co., 
Hartford, Conn., has promoted | 
Clifford A. Brooks to assistant ad- | 
vertising manager. Mr. Brooks has 
been with the company since 1940, 
and a member of the advertising 
department for the past three 
years. 


division of 


West | 


named advertising manager of 
|American Perfumer & Essential 
Oil Review, published by Moore 
Publishing Co., New York. 


Everett Seltzer Joins WCCC 

Everett Seltzer, formerly on the | 
production staff of WONS, Hart- 
ford, Conn., has been appointed 
promotion manager of WCCC, 
Hartford. 


Mead, Johnson Names McCann 


The Toronto office of McCann- 
Erickson has been named to direct 
advertising for Mead, Johnson & 
Co. of Canada, Belleville, Ont., 
maker of baby products. Plans call 
for promoting Pablum infant ce- 
reals in weekend newspapers and 
baby and trade publications. 


Wexler to Wendell P. Colton 

Norman Wexler, formerly of 
Cecil & Presbrey, New York, has 
joined the copy staff of Wendell 
P. Coiton Co., New York. 


é Arma en 


Opportunity takers 


NN’ on newsstands and doorsteps in Spanish-reading Latin America is 
the first issue of LIFE EN ESPANOL. 


tastica? 


And wise enough not to miss from very start this new, unequaled opportunity 
for selling all kinds of goods and services are the 83 advertisers below. 


In this new magazine their advertisements appear side by side with the 
same kind of dynamic pictures that give LIFE its impact on America and 
LIFE INTERNATIONAL’s world-wide English edition its impact on the free 
world. And they’re in a magazine that is outstanding for its sharp color 
reproduction, fine printing, and large page size. 


To advertisers who missed this first issue, opportunity is open every fort- 
night. You can take it by calling or writing us at Time-Life Building, 9 Rocke- 
feller Plaza, New York 20. 


American Hard Rubber Co. 
Bank Building and Equipment Corp. 


Bank of America 


Bendix Home Appliance Division of 
Avco Manufacturing Corp. 


Berndt-Bach, Inc. 


Bing & Bing, Inc. (Hote! Taft) 
Braniff International Airways, Inc. 
British Travel Association 
GovernmentofCanada— Department 
of Trade & Commerce 
Capehart-Farnsworth Corp. 


Carter Products, Inc. 


Champion Spark Plug Co. 


Chase National Bank 


Coca-Cola Export Corp. 


Couture Motor Corp. 
Cyma Watch Co. 
Diamond Alkali Co. 
Dictaphone Corp. 


Dunlop Rubber Co., Ltd. 
E. 1. Du Pont de Nemours&;Co. (Inc.) 
The Esterbrook Pen Co. 


Eversharp, Inc. 
Harry Ferguson, Inc. 


Firestone Tire & Rubber Co. 


Franke & Heidecke 
Guest Airways 


Hawker Siddeley Group, Ltd. 


The Huenefeld Co. 


International Celucotton Products 
International Latex Corp. 


International Shoe Co. 
Invicta-Seeland, Inc. 
Jacoby-Bender, Inc. 
Jaeger-LeCoultre 


Kelvinator Division of 
vinator Corp. 


Leonard Division of t 
vinator Corp. 


McCoy’s Products 
Mack Trucks, Inc. 
Macmillan Co. 
Markus Campbell Co. 
The Mennen Co. 


Mosler Safe Co. 
Mothersill Remedy Co 


Kelvinator Corp. 


Ing. C. Olivetti & C., S.p.a. 


Orange-Crush Co. 


Hollywood Radio & Television In- 


stitute 


Hudson Motor Car Co. 


S. C. Johnson & Son, Inc. 


Kirkeby Hotels, Inc. (El Panama) 
Landers, Frary & Clark 


Lockheed Aircraft Corp. 


Miles Laboratories, Inc. 
Monsanto Chemical Co. 


Nash Export Division of the Nash 


Pal Blade Co., Inc. 


Pepsi-Cola Co. 
Randolph Laboratories 
Remington Rand, Inc. 
Reynolds Metals Co. 
Dick Richmond 


the Nash Kel- St. Moritz Hotel 


Outboard Marine Manufacturing Co. 


Pan American World Airways 


Royal Typewriter Co., Inc. 


Schine Hotels Co. (McAllister Hotel) 


he Nash Kel- Servel, Inc. 
Shulton, Inc. 


A. O. Smith Corp. 


Seaboard Airline Railroad 
Joseph E. Seagram & Sons, Ltd. 


Sonneborn Inter-American Corp, 


The Soundscriber Corp 


Sylvania Electric Products, Inc. 
Trans World Airlines, Inc. 
Union Bag & Paper Corp. 


United Fruit Co. 

V-M Corp. 

Hiram Walker & Sons 
.» EO, 
The J. B. Williams Co. 


The Warner Brothers Co. 


Willys-Overland Export Corp. 


Yardley of London, Inc. 


Yawata Iron & Steel Co., Ltd. 
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Coming 
Conventions 


*Indicates first listing in this column. 

Jan. 22-24. Assn. of Railroad Advertis- 
ing Managers, The Greenbrier, White 
Sulphur Springs, W. Va. 

Jan. 23-25. Advertising Assn. of the 
West, midwinter conference, Fresno, Cal. 

Jan. 26-28. Newspaper Advertising Ex- 
ecutives Assn., annual meeting, Edge- 
water Beach Hotel, Chicago. 

Jan. 28. Associated Business Publica- 
tions, midwest clinics, Drake Hotel, Chi- 
cago. 

Feb. 9-11. American Management Assn., 
marketing conference, Hotel Statler, New 
York. 

Feb. 12-14. Southwestern Assn. of Ad- 
vertising Agencies, annual meeting, Texas 
Hotel, Fort Worth. 

Feb. 13-14. Northwest Daily Press Assn., 
annual convention, Radisson Hotel, Min- 
neapolis. 

Feb. 16-17. Inland Daily Press Assn., 
midwinter meeting, Drake Hotel, Chicago. 

Feb. 20-21, Pennsylvania Newspaper 
Publishers Assn., display advertising con- 
ference, Penn Harris Hotel, Harrisburg. 

Feb. 25. Associated Business Publica- 
tions, annual eastern clinics, Roosevelt 
Hotel, New York. 

*March 9-11. Advertising Specialty Na- 
tional Assn., spring advertising specialty 
show, Palmer House, Chicago. 

*March 18-20. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 31-April 2. Point of Purchase 
Advertising Institute, annual meeting and 
exhibit, Palmer House, Chicago. 

April 20-23. American Management 
Assn., packaging conference and exposi- 
tion, Navy Pier, Chicago. 

April 21-23. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 28-May 1. National Assn. of Ra- 
dio and Television Broadcasters, 31st 
annual convention, Biltmore Hotel, Los 
Angeles. 

*April 30-May 2. Southern California 
Advertising Agencies Assn., 3rd annual 
conference, Del Coronado Hotel, San 
Diego. 

May 
tions, 


1-3. Associated Business Publica- 
annual spring conference, The 
Homestead, Hot Springs, Va. 

*May 6-8. Assn. of Canadian 
tisers, Royal York Hotel, Toronto, 

May 7. Export Advertising Assn., fifth 
annual international advertising conven- 
tion, Hotel Plaza, New York. 

June 8-10. National Sales Executives 
Inc., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
Hotel, Cleveland, 

June 21-25. Advertising Assn. of the 
West, annual convention, Fairmont Hotel, 
San Francisco. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Som- 
erset Hotel, Boston. 

June 22-25. National Industrial Ad- 
vertisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 

*Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

*Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Speciaity 
Fair, Palmer House, Chicago. 

*Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

*Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 


Adver- 


Appoints Judson Hyatt 
Judson A. V. Hyatt has joined 
Fairchild Camera & Instrument 
Corp., Jamaica, N. Y., where he 
will be in charge of market evalua- 
tion and assistant to C. A. Harri- 
son, v.p. in charge of commercial 
sales. Mr. Hyatt was formerly as- 
sociated with Diebold Inc., Gen- 
eral Aniline & Film Corp., and 
American Cyanamid Co. 


Dwayne Moore Joins B&B 

Dwayne Moore has joined Ben- 
ton & Bowles, New York, as head 
‘of media research. His former af- 
| filiations include Lennen & Newell, 
/McCann-Erickson and National 
| Broadcasting Co. 
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Post Office Is Slow to Adopt | 
Techniques Used by Industry 


(Continued from Page 1) 
special unit wasn’t really needed. 
But it said it “would not oppose” 
the idea. 

Subsequently, it should be said, 
Jesse Donaldson became the re- 
search unit’s best friend. He 
brought in two outside manage- 
ment engineers to work with three 
experienced postal people at the 
top planning level. 

Last month, in discussing the 
research program with ADVERTIS- 
ING AGE, he beamed: “Why, 
they’ve got a list of projects that 
would reach ciear across this hall.” 


@ ADVERTISING AGE has had an op- 
portunity to investigate thoroughly 
the work of the department’s re- 
search unit, and it is evident that 
Arthur Summerfield, the nation’s 
new Postmaster General, can be 
thankful that Congress insisted 
that the department put its re- 
search on a businesslike basis. For 
in the past three years, the giant 
has really started to stir. 

Because of the years of delay, 
and the vast investments that will 
be required to equip major cities 
with the new buildings and, equip- 
ment that are required, Mr. Sum- 
merfield cannot count on the full 
benefits of a modernization pro- 
gram, but he is certain to reap 
a substantial harvest from the 
ideas and equipment which are 
beginning to reach post offices 
throughout the country in impres- 
sive quantities. 

Some of this research is spec- 
tacular, such as the work with 
big mail sorting machines in Chi- 
cago and Washington; the tests 
with motor scooters in Milwaukee, 
Houston, Miami, Nashville, Wash- 
ington and Ponca City, Okla.; or 
the helicopter pickup, which shut- 
tles 400-pound payloads 36 times 
daily from outlying airports to 
Chicago’s main post office. 


= Occasionally a research project 
fails. For example, ball point pen 
tests in Washington were sus- 
pended: too many pens were 
stolen. Tests of motor scooters in 
Milwaukee were abandoned, to the 
disappointment of mail carriers: 
no good for rough Milwaukee 
weather. Twine tying machines 
proved wonderfully useful, but 
were a source of headaches due to 
lack of good servicing and devel- 
opmental work by manufacturers. 

More often the results are spec- 
tacular. Formerly empty mail sacks 
were shipped from the West Coast 
and the South by rolling 19 
pouches inside a twentieth one. By 
using wire tying machines, the 
research unit discovered that 
shipping space could be cut 40% 
if empties were baled in bundles 
of five. Transportation and stor- 
age are about a fourth of the P.O.’s 
total expenditures, so the savings 
from this one idea can be reckoned 
in the thousands. 


# Or something considerably big- 
ger: an entirely new method of 
handling parcel post shipments, 
which trims loading costs, and 
virtually eliminates danger of 
damage during transit. 

The new parcel post system 
emerged from conferences with 
manufacturers of palletizing equip- 
ment, who thought parcel post 
sacks could be moved more effi- 
ciently by utilizing pallets and fork 
lifts. 

Since sacks have a tendency to 
roll off pallets, someone suggested 


| parcels are being packed into wire 

baskets 48x40x41”. Where postal 
| people formerly lugged as many 
| as 800 pouches into a rail car, 
/ these baskets, stacked on pallets 


| for fast unloading, are wheeled in- | 


to the cars by fork lifts. Fifty-six 
to 62 baskets fill the car, and the 
wire protects the parcels from 
damage. 


® From large cities throughout the 
country, ADVERTISING AGE corres- 
pondents received reports of new 
labor-saving equipment which is 
being tested or installed under the 
research program. 

In Minneapolis, AA received 
news of string and wire tying ma- 
chines, fork lift trucks, gravity and 
automatic conveyors, all products 
of research studies inaugurated in 
1950 and 1951. In Cincinnati, tying 
machines, conveyors, mechanical 
loading belts, postage meter ma- 
chines and electric calculating ma- 
chines. Cleveland praised its elec- 
trical accounting equipment, 
money order accounting machines, 
IBM office machinery, and the 
parcel post basket test. 

Des Moines reported typewrit- 
ers, adding machines and payroll 
machines. St. Louis has mechan- 
ical lifts, portable conveyor belts, 
electrical power tractors and lifts, 
Recordak systems, and an impor- 
tant new overhead conveyor to 
speed movement of mail from the 
main post office to Union Station. 
St. Louis added: “Alfred B. Strom, 
assistant to the Postmaster Gen- 
eral, in charge of modernizing, was 
here recently, and we will be get- 
ting more.” 


= New Orleans received wire tying 
machines, conveyors, warehouse 
tractors, mechanical lifts; Atlanta 
wrote of portable conveyors, auto- 
matic payroll machines, a Recor- 
dak system; Los Angeles men- 
tioned conveyor belts, electric 
mules, wire tying machines, tick- 
ometers (for revaluing postcards). 

To Portland, Ore., the depart- 
ment shipped two automatic load- 
ers, two parcel post tables, an 
electric fork lift; Seattle said it 
was offered equipment, “but we’re 
so jammed for space, we haven’t 
room for it”; New York’s list is 
long: machines fot printing sack 
and pouch labels, wire tying ma- 
chines, coin changing machines, 
tickometers, postage meters, Ad- 
dressograph, aluminum gravity 
conveyors, microfilm machines, 
electric power tractors. 


# It is hard to understand how 
postal officials could have nursed 
misgivings about the possibilities 
of research. While machines will 
probably never read addresses, or 
walk mail routes, many postal 
problems center on materials han- 
dling and business administration, 
relatively mew sciences which 
have been embraced by private 
industry and consulted avidly by 
the military services. 

With over two thirds of its budg- 
et—a total of $1.9 billion—ear- 
marked for salaries, and with 85% 
of its people involved in collecting, 
distributing and transporting mail, 
the P. O. was clearly a fertile field 
for labor saving ideas. 

The Hoover Commission esti- 
mated that the P. O. might save 
| as much as $140,000,000 by intro- 
| ducing modern operating and han- 
| dling methods. 


that wire baskets would be a more |® Big outfits mecessarily move 


practical shipping container. 

Now, between Chicago and New 
York, and as far west as Seattle 
on the Great Northern railroad, 


| slowly, but in the past three years, 
ithe P.O. has moved ahead on 


has been entirely mechanized. An 
electrical accounting system has 
been set up, money order methods 
'were entirely revamped, and the 
truck fleet has been rebuilt. 

In accordance with the Hoover 
Commission studies, General Ac- 
counting Office agreed to let Post 
| Office keep its own books, subject 
to post-audit. Through decentral- 
| zation and mechanization of the 
| bookkeeping system, posta! books, 
/once nine months behind in their 
figures, are up to date. 
| Mail users are already benefit- 
ting from the new money order 
system. By introducing punch- 
_cards, laborious paper work and 
|tabulating was eliminated. The 
| $6,000,000 saving was sufficient to 
forestall further increases in the 
rates for money orders. 


# As an automobile dealer, Mr. 
Summerfield, who takes office as 
Postmaster General next week, is 
in an expert position to appraise 
the department’s truck program. 
During the past six years, more 
than 180,000 vehicles have been 
acquired and virtually all the pre- 
war equipment has been retired 
(or was scheduled for retirement 
after the Christmas rush). Sur- 
veyed by AA reporters, postmas- 
ters across the country boasted of 
their truck fleets, and some even 
offered to arrange for photographs. 
Several cities reported new gar- 
ages for servicing trucks. Officials 
say the new post office garage in 
San Francisco, built and equipped 
by a lessor, is one of the best 
equipped garages in the world. 
There was one curious exception 
from the data AA assembled on 
the P. O. vehicle program. That 
was in Philadelphia, where Post- 


master Raymond A. Thomas had 
refused to cooperate in the AA 
survey, insisting that “‘these ques- 
tions are a matter for Washing- 
ton.” 


# Traffic on Chestnut Street, in the 
heart of Philadelphia’s crowded 
business district, normally moves 
at little more than a snail’s pace. 
But it didn’t require consultation 
with Washington for AA to notice 
that the experience is particularly 
painful for those who find them- 
selves behind one of the horse and 
wagon rigs which Mr. Thomas con- 
tinues to use for parcel delivery 
in that part of the city. 

What’s the matter, Mr. Thomas? 
Don’t you believe the auto will re- 
place the horse? Or are you per- 
sona non grata with the powers in 
Washington? 

AA also found employes who 
don’t necessarily share the de- 
partment’s enthusiasm for its new 
vehicles. In the Seattle area, a 
mounted carrier—who serves 
curb-side boxes on the fringe 
of the metropolitan area—com- 
plained, “It seems as though sup- 
pliers make no effort to go out in 
the field and see what the need is 
and then design or adapt their 
equipment accordingly.” 

This mounted carrier may be 
happy to know relief is on the way. | 
High among the department’s re- | 
search projects are studies of new 
vehicles, better designed for postal 
needs—-standard trucks right off 
the assembly line, trucks equipped 
for operating from standing and 
sitting positions, trucks with tor- 
que drive, trucks with built in 
power loading, trucks and cars 


with right hand drive, even a 
truck with a frontwheel drive and | 
air cooled engine—recommended | 
as particularly good for getting | 


out of winter ruts. | 


-many Hoover Commission recom- | 


‘mendations. The payroll system 


-@ While post offices across the, 
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MECHANICAL MONSTER—Here, in this three-picture sequence, you can see the 
operation of the Sestak sorting machine, named for the Chicago employe who in- 
vented it. Mail is fed into the machine (top) from a platform suspended from the 
ceiling. The platform is 84 feet long and has 50 distributor points which can be 
manned by postal workers. At each distributor point the mail is separated to 36 


slots, broken down by area destination 


and by such categories as “insufficient 


postage.” The maii is then funneled down to two separator tables, only one of 

which can be seen here (middle). On the tables (lower) the Sestak stacks the 

mail into the 36 divisions and post office workers then pick it up. The Sestak is 
used only during Christmas and other peak periods. 


country tell an encouraging story 
of increased mechanization, the re- 
ports in the labor relations field | 
are considerably less encouraging. 
For the past two years, National 
Association of Letter Carriers has 
been engaged in a feud with the 
department’s key officials, with 
the union accusing management 
of indifference to the welfare of 
employes. 

Postal efficiency seems to be a 
matter of controversy. Mr. Don- 
aldson points out the department 
is handling 45% more mail with 
only 36% more help, and postmas- 
ters everywhere cited figures to 
AA, showing more mail handled 
with less payroll. 

But James J. Doran, former chief 
P. O. inspector, has pointed out 
that mail handling costs vary 
widely in the 20 largest post of- 
fices. If these offices could operate 
as efficiently as the office with 
the lowest unit cost, Mr. Doran 
says, postal expense would be cut 
by $45,000,000. 


w While they deny the validity of 
Mr. Doran’s figures—they point 
out that over-all handling costs 
of post offices are not comparable 
—postal officials concede _ that 
identical operations in some post 


offices are noticeably more effi- 
cient than in others. In the Ap- 
VERTISING AGE surveys, a number 
of postmasters reported they have 


installed a “unit factor” system | 


in an effort to pinpoint the effi- 
ciency of mail handling. 

AA’s reports suggest that postal 
personnel policies are archaic by 
the standards common in Ameri- 
can industry. Special morale prob- 
lems inevitably exist in a civil ser- 
vice operation. For example, the 
Seattle postal worker who crabs, 
“After all, the post office is a pol- 
itical football,” or his colleague 
who chimes in, “Congress appro- 
priates, and no matter what we 
need or what we ask for we are 
chopped.” 


® As Postmaster General, Mr. 
Summerfield will have personnel 
problems at every level. The traf- 
fic experts and technicians who 
can bring fresh thinking into the 
organization from private indus- 
try are currently making three or 
four times as much money as the 
post office pays, and will keep 
their jobs regardless of the out- 
come of the next Presidential 
election. 

And the postal clerk who soldiers 
on his job in the Kansas City of- 
fice will continue to draw the same 
salary as the wizard across the 
aisle who does a full day’s work, 
“because I believe in giving a full 
day’s work for a full day’s pay.” 

Because postal salaries are fixed 
by Congress, and the department 
is not geared to adjust salaries or 
anything else to local needs and 
conditions, the clerk in Podunk 
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will draw the same salary as the 
clerk in Chicago. 


last year, postal officials were in 
the embarrassing position of con- 


ceding that they received only 


® Postal personnel policy lacks 
elementary items. Here Mr. Sum- 
merfield can act. 

In St. Louis a few years ago, the 
publishing industry and the local 
postmaster were prepared to test 
a new system of magazine delivery. 

Publishers delivered packages of 
magazines to the post office, to- 
gether with lists of subscribers. In- 
dividual magazines carried no ad- 
dress. Each routeman was to get 
the correct number of copies, and | 
simply leave one with each sub- 
scriber along his route. 

As the experiment was about to | 
begin, the head of the local clerk’s 
union exploded. His people knew 
nothing about the test, and they | 
weren’t sure it was a workable 
idea. 

In its surveys across the country, 
AA found postmasters profess to. 


maintain cordial relationships been adopted. “That’s Washing-| 
| operations. 


with individual employes and. 
unions. But there are no employer- | 


1,371 suggestions in 1951, of which 
125 were adopted. Cash awards 


totaling $930 went to 34 employes. 


® More recently the department 
has distributed pamphlets and 
posters urging employes to turn 
their ideas into cash. Apparently 
it pays to advertise, for Mr. Don- 
aldson told ADVERTISING AGE he 
has been signing award certifi- 
cates at a rate of “about 10 a 
week,” and AA was told in Chi- 
cago that more than 1,700 sug- 


| gestions from employes originated 


in the office alone in 1952. “There 
is probably no business organiza- 
tion in the nation which processes 
as many employe suggestions as 
the post office,” a Chicago official 
declared. But strangely, he was 
unable to state how many of the 
1,700 Chicago suggestions had 


ton’s province,” he shrugged. 
By late 1952, the Post Office 


its way toward a modern on-the- 
job training program. A sample 
program had been used in Cleve- 
land with considerable success, 
and the decision had finally been 
made to install on-the-job train- 
ing in 100 offices. 

[The 1954 federal budget, sub- 
mitted to Congress since the prep- 
aration of this article, contem- 
plates six additional employes to 
initiate a department-wide em- 
ploye and supervisor training pro- 
gram. | : 

During an interview last month, 
Mr. Donaldson expressed his de- 
light with “Pigeonholes and Prog- 
ress,” an 18-minute training film | 
which had just been screened for 
department officials. 

Produced by the department’s 
research unit, and made by Vogue- 
Wright, Chicago, this is a_ basic 
indoctrination film, tracing the 
trip that a letter takes through the 
mail. Later there are to be other | 
films dealing with specific postal 


} 


employe committees to discuss op-' Department was beginning to feel _@ Despite the size of the business | 


erating problems, such as the 
magazine delivery test proposed | 
for St. Louis, handle suggestions | 
or anticipate grievances. 


# In private industry an employe 
who comes up with money-saving 
ideas can look forward to bonuses 
and rapid promotion. In the post | 
office, with its strange mixture of 
civil service and politics, the near- | 
est substitute is a suggestion sys- | 
tem offering cash awards “up to) 
$1,000.” 

From AA’s surveys across the’ 
country, this system seems to be. 
struggling along under adverse 
conditions despite recent efforts to. 
put some pep behind it. 

Individual post offices all re-| 
ported their people were partici- 
pating in the suggestion program, 
but there was little evidence that 
the local postmaster was making 
any substantial effort to encour-| 
age participation, for in most in-| 
stances local authorities were so 
indifferent they could not supply | 
data on the number of local win- | 
ners. 


@ Minneapolis said “no awards, | 
though we submitted a number of | 
suggestions’; Denver said “150 to} 
200 ideas submitted”; Atlanta re- | 
ported 524 ideas, “no record of | 
awards”; Los Angeles netted two_ 
awards for 100 suggestions. In the | 
Seattle district, which covers four | 
northwest states and Alaska, 328 | 
suggestions were considered and | 
one $50 award was received. 

“How long does it take to process 
an award?” AA asked one postal 
worker who is close to the pro-| 
gram. 

“Months,” she replied. 

“Six months?” AA asked. 

“Oh, much longer.” 

AA’s reporter memoed: “My | 
own impression is that the system | 
gets so little attention it is pretty 
dead—or it reflects in the low 
number of suggestions, low mor- 
ale.” 


s No individual post office con- 
sulted by AA reported its own 
local suggestion system, though 
Cleveland Postmaster Joseph F. 
Prosser Jr. has been digging into 
his own pocket to buy “recogni- 
tion pins” for employes who do 
particularly good work. So far he 
has given 27 of these pins. “You 
would be surprised how it helps | 
efficiency,” he told AA. 

The department’s suggestion sys- 
tem operates through 15 regional 
committees, and that may be its 
greatest weakness, since the local 
postmaster has no stake in it. Ideas 
which have national application 
are forwarded to Washington, and 
certificates or cash awards, up to 
$1,000, are based on the potential 
saving from the idea. 

When they went before the 
House appropriations committee 


it operates, and the scope of the 
authority it wields, Post Office 
Department’s Washington head- 
quarters is a compact force of 
1,800 persons, including stenog- 
raphers. Distribution of informa-_ 
tion to the press and the public is 
diffused in dozens of operating of- | 
fices which generally have con-— 
siderably weightier matters to 
deal with, and there is a studious 
effort to avoid retaining any in- 
dividual who, by any stretch of | 
the imagination, could be con-| 
sidered a director of information, 
publications, or—forgive the. 
thought—advertising. 

Such information as the depart- | 
ment does get out generally comes. 
from speeches by local postmas- 
ters, or locally prepared state-'| 
ments to the press. When AA's 
Washington editor began prepara~_ 
tion for this series, he dealt di-| 
rectly with the Postmaster Gen- | 
eral’s secretary who routed him) 
to the officials who had the an-| 
swers to technical questions. 

Recently the Department issued 
notice that it proposed to apply | 


47 


to the Interstate Commerce Com- 
mission for higher parcel post 
rates. Included in the official no- 
tice was an invitation for mail 
users to visit the department and 
discuss the rate proposals. 

The notice appeared in the “Fed- 
eral Register,” a government jour- 
nal, read largely by lawyers, de- 
voted to legal notices which are 
issued to meet the due process 


requirements of the administrative 


procedures act. 


'a Fortunately, Washington corre- 


spondents also wade through the 


_pages of legal gobbledegook. For 


the Post Office Department did 
not issue any press release about 
the impending increase in rates, 
or the plan for “open house” to 
discuss the rate proposals. 

The use of zoned addresses 
greatly expedites mail and re- 
duces handling cost, but the Post 
Office Department has no central- 
ly organized and continuing cam- 
paign to promote zoning. Nor is 
there any central responsibility for 
promoting and explaining postal 
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services. 

When you mention public re- 
lations to postal officials they are 
horrified. Yet a small campaign by 
Air Transport Association, involv- 
ing posters, leaflets, maps and 
throwaways, unquestionably con- 


tributed to the 50% increase in pict re straic 
airmail volume between third @ 


quarter 1949 and third quarter 
1950. 


w At the local level, there is evi- 
dence of public relations work, 
carried on without much help 
from the home office. Some post- 
masters, more fortunate than 
headquarters in Washington, have 
“public relations representatives.” 
Often, as in Minneapolis, these 
special representatives visit big 
mailers and schedule pickups and 
deliveries. In Milwaukee, ‘“ex- 
perts” answer complaints. Los An- 
geles says it has a public relations 
man, “and two men who visit 
hotels.” 

Considering the scope of the 
job that remains to be done, in- 
coming Postmaster General Sum- 
|merfield will want to decide 
| whether today’s research program 
is moving rapidly enough. The 
| Hoover Commission estimated that 
| capital investments in new equip-| 
| ment might have to run as high 
hoe $8,000,000. During each of the 
| past two years, the research unit 
i|has had $750,000 for tests and| 
equipment. Other operating| 
'branches of the Department have | 
‘invested about $3,000,000 during | 
the past year, much of it in the 
‘handling equipment mentioned in 
'AA’s reports from across the| 
country. 


# He may want to use his influence 
as former Republican National 
Committee Chairman, to induce 
a his party leadership to move 
; a ahead on a program of emergency 
milton County, Ohio; Kenton and Campbell C post office construction, for lack . 
ser BB Households finel U. S. Census) — j of space complicates mail handling, (8: County, Wis.—-26,208 Hous .S. Cen 
forces extra sorting, and adds “ct Gr B Pr 
tremendously to cost. ree | a ‘ 
Where “experts” once rejoiced | iii een ay ess: Gazette ‘ 94, 9% 
at the thought of a career Post- 
master General, there is some 
second thinking on the subject 
today. And considering the na- 
ture of the beast, a “politician” 
may be particularly well qualified 
for the job. 


# Progress reports from postal re- 
search projects support Hoover | 
|Commission’s prediction that me- 
chanization can pay off. Semi-| 
automatic wire tying machines, 
| tested in a number of offices, pro-| 
|duced annual manhour savings 
equivalent to about $250,000. Two 
electric tractors installed in New 
| York reduced mail handling by 240 | 
/manhours daily. A link conveyor 
_at Newark Airport is expected to 
| save thousands. Motorized loading 
and unloading promises to save 
| over a million. A label printing 
| machine, being developed in Phil- 
| adelphia in cooperation with El- 
liott Addressing Machine Co., will | 
| be installed in 33 post offices that 
| require almost 800,000,000 labels 
annually. The savings will be be- 
tween $3 and $5 million. 


4 


|@ At present, there are more than 
| 100 projects, ranging from simpli- 
| fied report forms to drive-in postal 
substations (in Houston). 

One of the most ambitious is the 
automatic facing, cancelling and 
| primary sorting system, now being 
studied for the Department by 
Reed Research, Washington. Still 
in preliminary stages, it visual- | 
izes a device which automatically | 
“faces” mail—gets it into position | 
for cancelling—then cancels, and 
finally feeds the cancelled mail 
into the mail sorting machine de- 
veloped by John Sestak, a Chicago 
postal supervisor. 


| 
|@ Potential savings from such a} 
|system are tremendous. But the | 
whole operation may hinge on the! 
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. development of a “sensing” system 
to activate the cancelling ma- 
chine as stamps come into position. 
| One plan, now under considera- 
tion, uses the stamp itself to trig- 
| ger the cancelling machine. Under 
| this plan, stamps would be printed 
/ with fluorescent inks, which pro- 
vide sufficient stimulus to release 
‘the cancelling machine. 


| 
|@ As the new chief of a business 
that is bursting its seams, Mr. 
'Summerfield must be sure his re- 
search is not too slow and too ex- 
acting, and that it is utilizing every | 
|available outside help. 
At present, the research unit 
| consists of about 30 “examiners,” 
who develop and supervise various 
projects, largely in consultation 
| with post office workers and sup- 
| pliers. 
In addition to the $22,000 con- 
tract with Reed Research for the 
facing table and cancelling system, 
there are only two other contracts 
with outside developmental organ- 
|izations: one, a $20,000 contract 
with Forest Products Laboratories, 
Madison, Wis., to develop packing 
standards for fragile shipments 
with particularly high incidence of | : 
breakage; the other, a $5,000 con- . 5 lees Gee or Ee, Te 
tract with Singer Sewing Machine 
| Co., to design a new floor layout 
for the Department’s mail equip- 
ment shop. 


“a # The Department has been ac- 
et ee x cused—perhaps unjustly—of drag- , get | e 
: ging its feet on the mail sorting F j ‘ 


[a machine which Mr. Sestak de- ta Be 


ae a“ veloped. At first, he worked with- fy 
out encouragement, building the pictus re - strai i nt 
machine with tin cans and rubber 


bands. More recently he _ was! 
awarded $1,000—the maximum) 
employe suggestion benefit—and | 


four Sestak machines have been| ae age a h 
built. fe a tia ver om 


Somewhat similar issues may be . i ae. poe TRENTO N 
raised as a result of tests of motor | taba ae am bee 
scooters during the past two years. | a ar 
Roughly 20 types are being tested, 
and preliminary reports suggest | 
they will eventually become stand- | 
ard equipment—at least in parts 
of the country where climate and 
terrain permit. 
[The 1954 federal budget, sub- 
| mitted to Congress since the prep- | 
aration of this article, contem- 
plates the purchase of “motor 
scooters” for 100 large post of- 
fices. | 


's Scooters revolutionize postal 
| procedure and raise morale. Where 
mail ordinarily must be “relayed” 
by truck along each carrier’s route, | 
so that he carries no more than 35 | 
pounds at any time, the side-car | 
equipped scooter takes the full) 
load, eliminating the need for relay 
| trucks. 

Moreover, the scooter carries | 
parcel post, enabling the post of-| 


potas fice to consolidate parcel post} 
yh t | routes, and reduce the number of | 


| parcel post trucks. 
And it raises the professional | 


pi Bees 1g) fame «status of the carrier. No longer) 
Sep oe eS : oe “a pack mule,” he drives his 
| scooter to the middle of the block, 


gets off, and goes about distrib- 
uting his load like a man. 


|@ Finally, it saves money, for the 
savings in carrier transit time 
alone offset the operating cost. 

The problem with scooters—and 
with many other items the Post 
Office tests—is quality. “None of) 
these vehicles are good enough to 
take the use we give them,” the 
experts cry. 

They have a similar complaint 
about clutches for trucks. “So far,” 
they contend, “we can’t find a 
clutch which will take 300 or 400 
starts a day and stand up very 
long.” 
| Now, that’s a problem which 
Arthur Summerfield—Flint’s most 
successful automobile dealer—will 
most certainly resolve. 

Next week: What has happened 
_to delivery service? 
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McNair Offers Ten-Point Program for 


Strengthening Department Stores 


These Stores Are Losing 
Their Place in the Retail 
Field, He Warns NRDGA 


New York, Jan. 13—Malcolm P. 


Harvard Graduate School, 
night outlined a 10-point program 


ing development of improved fix- 
|turing, packaging and display. 


“7. Abandonment of some non-| 


profitable lines as the merchandise 
| pattern changes. 


| “8. Better knowledge and con-| 
MeNair, professor of retailing at | ‘T°! of costs through improved cost | 
last |Measurement and budgeting tech- | 
‘niques, with a byproduct of more | 


for strengthening department /telligent pricing. 


stores in the retail distribution 
field and predicted an increase in 


supermarket methods of selling at buildings, to merchandise hand-| 


the 42nd annual convention of Na- 
tional Retail Dry Goods Assn. 

Department stores are on “un- 
easy street,” Mr. McNair said, not 
merely because of business pros- 
pects this year, but because they 
are “losing their preeminence 
among retail distributive channels 
and their share in the flow of goods 
is gradually dwindling.” 


Department store sales, Mr.|WoUld paralyze Western Europe | 
McNair predicted, are likely to @"4 fulfill the coldly calculated | 


run somewnat lower than total re- 
tail sales in the first half of ’53, 
“probably showing an increase of 


not more than 2% or 3% for the) 


six months.” The gross margin rate 
in department stores, he said, will 
not exhibit much change. 


s Commenting on the growth of 
supermarket, or self-service, meth- 
ods of selling, Mr. McNair said 
that today health and beauty aids 
are carried by 90% of the 547 
companies included in Supermar- 
ket Institute; housewares by 68%; 
stationery by 40%; books by 37%; 
glassware by 31%; nylon stockings 
by 28%, and many other non-food 
lines by smaller percentages. 

“In this new and revolutionary 
pattern of retail distribution,” he 
said, “the old single-roof down- 
town department store is in real 
danger of becoming outmoded. 

“Sales in New York City depart- 
ment stores from January through 
October, 1952, were down 9%; at 
the same time department store 
sales for the same months in the 
remainder of the 2nd federal re- 
serve district excluding New York 
City were up 2%. 

“On a national basis, when New 
York City sales were excluded, 
department store sales in these ten 
months were up 1%; when they 
were included the national total 
was down 1%. 


s “The nub of the matter,” Mr. 
MeNair said, “is that certain types 
of retail enterprises, and notably 
department stores as conventional- 
ly operated, cannot get the pro- 
ductivity per employe that will 
justify current wage rates.” 

Outlining some of the major 
things that department stores will 
have to do to meet current com- 
petitive conditions, the speaker 
suggested: 


“1, More department store 


branches in large cities, and the) 
organization of those branches into | 


effective local chains. 


“2. Further moves in the direc- 
tion of central buying and closer 
integration with manufacturers. 

“3. Exploration of new merchan- 
dise items and new paid services 
that can be offered, and closer co- 
operation with manufacturers in 
development of new and improved 
merchandise. 


“4, Sharper separation of mer- 


chandise into departments requir- | 
ing services and departments that) 


can be placed on a self-service ba- 
sis. 


“5. For the first group of depart- | 


ments, development of much better 
selling service than exists now. 


s “6. For second group of depart- 
ments, exploration into all types 
of pre-selection, simplified selling, 


“9. Greater mechanization and 
‘factory type’ thinking applied to 


} 


‘ling, and to record-keeping. 


“10. Some new approaches to) SHIRTSLEEVE CONFERENCE—Hard at work on plans for the 


the problems of personnel manage- 
ment and training.” 

} 

s Mr. McNair emphasized in clos- 
ing that “the immediate job is to 
‘sell more goods in order to keep 
|the economy on an even keel. To 
‘avoid an economic letdown that 


|expectations of the Kremlin,” he 
said, “it has become highly impor- 
tant to throw our marketing and 
distributive machinery into high 
gear. The word for 1953 is ‘Sell.’ ”’ 

Whether it pays to keep stores 
open evenings received a lot of 
attention at the convention. The is- 
sue is controversial and involves 
several factors affecting employes’ 
morale, salaries, working hours 
and efficiency. 

Philip Le Boutillier, president of 
Best & Co., declared that night 


lenged their value to customers, 
employes and the store. 


s E. B. Weiss, director of mer- 
chandising for Grey Advertising 
Agency, attacked Mr. Le Boutilli- 


openings are “a reversion to the 
dark ages of retailing.” He chal-| 


| 


| 


| National Industrial Advertisers Assn. ‘53 
| held June 22-25 in Pittsburgh, are (left 


| Caffee, U. S. Steel Co.; T. J. Ess, lron & Steel Engineer; Robert 


C. Myers and George E. McPherson, U. S. 
| ; 


Blaw-Knox Co.; I. 
Crockett, U. S. Steel; H. E. McDonald, Walker & Downing; Bob 
Richey, ad mgr., Townsend Co., general manager of the NIAA 
meeting; Blaine Wiley, NIAA executive secretary; H. W. Hoff- 
man, U. S. Steel. Seated rear right is Robert Evans, U. S. Steel. 


conference, to be 
to right) Robert H. 


Steel; P. F. Vollmer, 


H. Bloom, Direct Mail Service Inc.; David 


/er’s stand as “mid-Victorian” and 
|declared that the department store 
/executive has missed the impor- 
tance of ‘one of the great social- 
economic changes of our time.” 


| Night openings increase costs in 


| 


tillier said, and destroy the effi-| 


of retail purchasing is done at 
night. 

“The supermarket is not inter- 
ested in taking over the depart- 


‘ment store. It wants to sell only 


those items which return a quick 


'relation to net profit, Mr. Le Bou- profit. 


“The supermarket, however, is 


| TV and Radio Have 
Changed Political 
‘Campaigns: Duffy 


| New York, Jan. 14—Television 
‘and radio have speeded up actions 


ciency of store employes. He de-|a great challenge not only to the and reactions in politics and will 


clared that customers do not de- 
mand night openings, employes do} 
not like the overtime, and the 
practice merely takes business 
away from other days in the week. 


s Mr. Weiss contended that night 
hours “are not being shoved down 
the throat of an unwilling shop- 
ping public. To the contrary,” he 
said, “the public has wanted night 
hours and has been compelled to 
shove night hours down the throat 
of unwilling department store 
management. 

“The public is already doing a 
substantial part of its shopping at 
night. In food, as much as 30% 


All figures copyright 


| Total Homes Reached 


Homes 
Rank Program (000) 
1 I Love Lucy (Philip Morris, CBS) ....13,774 
2 Colgate Comedy Hour (NBC) ....11,415 
3 Arthur Godfrey & Friends (Liggett 
ee = ey eee 0,360 
4 Texaco Star Theater (NBC) ....... 326 
5 Dragnet (Liggett & Myers, NBC) ...9,090 
6 Buick Circus Hour (NBC) ......... 9,066 
7 You Bet Your Life (DeSoto- 
IIL MIE - vn sg 0.60.0466600006% 9,058 
8 All Star Revue (Several Sponsors, 
| ee GAwksS basbasa sec sadeess coos 8,878 
| 9 Arthur Godfrey & Friends (Toni 
i Ceo .ceeseetubepeaescweces 8.486 
Philco TV Playhouse (NBC) ........ 8,312 


National Nielsen-Ratings of Top Radio Shows 
Week of Nov. 16-22, 1952 


Current Homes Homes 
Rank Program (000) (%) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,368) (5.4) 
1 a so 6 bk cess chebaee odorous roebas 5,963 13.6 
2 Jack Benny (American Tobacco, CBS) .............6000005 5,788 13.2 
3 i a eee es 5,218 11.9 
4 rc. TED cots ace cassesesneus 4,780 10.9 
5 Mg gg ccc ccescrecesecceecese 4,210 9.6 
6 rr PS. oc ecé cose ecsseeievecseede 4,166 9.5 
7 CO cor cecwdacesdccsccocrsonse 3,990 9.1 
8§ You Bet Your Life (DeSoto-Plymouth, NBC) ..... 3,946 9.0 
9 Great Gildersieeve (Kraft, lt Gaesiessbes bok 3,552 8.1 
10 Suspense (Electric Asle-Lite, COB) ...ccccccwsccrccccccsses 3,552 8.1 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,447) (3.3 
1 One Man's Family (Miles Labs, NBC) ........................2,631 6.0 
2 News of the World (Miles Labs, NBC) .......... ohne 5.9 
3 Lone Ranger (General Millis, ABC) .........-0ceceeeeeee (ctv 5.8 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,886) (4.3) 
1 Romance of Helen Trent (Whitehall, CBS) occas 7.8 
2 Our Gal, Sunday (Whitehall, CBS) ...... 3,420 7.8 
3 Guiding Light (P&G, CBS) ....... 3,376 PR 
4 This Is Nora Drake (Seeman, ABC) 3,376 7.7 
5 Secs, Ss pases ccateseaerecesovaber 3,32 7.6 
6 Aunt Jenny (Lever Bros., CBS ).................. 3,289 7.5 
7 Wendy Warren & the News (General Foods, CBS) 3,157 7.0 
8 re ee ca ccd nese scnareeenes ss OSbES 3,069 7.0 
9 CO ED. cic sewysecccccvecsenasin 2,938 6.7 
10 et I, OE ea si cd kde heed ses Cond veeesgin 2,894 6.6 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (965) (2.2) 
1 True Detective Mysteries (Williamson Candy, MBS) .. .1,929 44 
| 2 Martin Kane, Private Eye (U. S. Tobacco, NBC) Terry 4.0 
3 FON CD UUNNEIS URED | occ cc acccscccncsccsccccecese 1,622 Sud 
i eiouaie cad 
| DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,447) (3.3) 
1 Stars Over Hollywood (Carnation, CBS) ..... ered 7.0 
2 Theater of Today (Armstrong, CBS) ..... - 006 sae 7.0 
3 Pi ee SU Eg gece vvcceevcesdedecsccesces 2,806 6.4 


| National Nielsen-Ratings of Top TV Shows 


Two Weeks Ending Dec. 13, 1952 
All figures copyright by A. C. Nielsen Co. 


by A. C. Nielsen Co. 


Current Rating 


department store, but to all other 
retailing systems,” he said. 

After these remarks, M. M. Zim- 
merman, publisher and editor of 
Supermarket Merchandising, told 
National Retait Dry Goods Assn. 
that supermarkets “have bitten off 
over a $1 billion chunk of non- 
food sales in health and beauty 
aids, and hard and soft lines. This, 
of course,” he said, “comes from 
all retailing fields. Within five 
years that chunk of business will 
undoubtedly double or triple.” 

While department store and su- 
permarket may not be classified 
in the same category, Mr. Zimmer- 
man said, a few comparisons might 
be illuminating: 


s “1. Sales per sq. ft. of selling 
space for department stores were 
$81 in 1950, for supermarkets they 
were $142.48. 

“2. Annual net sales per em- 
ploye in ’49 for department stores 
were $13,983, in ’48 for supermar- 
kets they were between $35,000 
and $40,000. 

“3. Gross percentage margins, 
including cash discounts, in de- 
partment stores remain practically 
the same, at 35.5 in 1935 and 35.5 
in 1951. In supermarkets, the mar- 
gin has dropped from 25% in the 
early ’30s, to 16.6% in ’51. 

“4. Number of stock turns in de- 
partment stores range from 3.9 in 
°35 to 3.4 in ’51. In supermarkets, 
stock turns in the grocery depart- 
ment average around 17 times a 
year. 

“5. Number of transactions per 
sales person annually for depart- 
ment stores was 8,030 in ’51. The 
average checker in a supermarket 
checks out about 77,500 customers 
a year. 


a “The fact emerges,” Mr. Zim- 
merman said, “that consumers are 
willing to do without costly serv- 
ices if the savings reflect them- 
selves in lower prices and more 
value for the purchasing dollar. 
This idea is penetrating many 
fields of retailing, such as drug 
and variety stores, specialty stores 
and others, many of which are also 
going the way of self-service. 

“In general, the department store 
has resisted these changes. By not 
foilowing the trends the depart- 


Program Popularity* Homes 
Rank Program (%) 
1 I Love Lucy (Philip Morris, CBS) ....72. 
2 Godfrey's Talent Scouts (Lever- 
Lipton, CBS) ........ dint bhenseeed 62.0 
3 Colgate Comedy Hour (NBC) ........ 59.4 
4 Texaco Star Theater (NBC) ........ 57.9 
5 Arthur Godfrey & Friends (Liggett 
TE dhbdicisaussedeteséa 55.6 
6 Buick Circus Hour (NBC) .......... 51.3 
7 Dragnet (Liggett & Myers, NBC) ....49.0 
8 All Star Revue (Several sponsors, 
SE Haba Wow Waiks «chee 2o6% 6000080 46.8 
9 You Bet Your Life (DeSoto- 
Plymouth, NBC) ... 
10 Jack Benny Show (American 
| WR, GED in tnidad sowtcdaesedsne 


exposed-stock selling, etc., includ-  +per cent of homes reached in area where program was telecast. 


ment store is creating a threat for 


3\ itself. If it loses volume as it fears, 


it will not be because of the su- 
permarket but because of its own 
lack of foresight and courage to 
meet the challenge of the day.” 


| Bailey to Beaumont & Heller 
Kenneth W. Bailey, formerly a 


a seesecccsees 465 v.p. of O. S. Tyson & Co., New) 
464 York agency, has joined Beau-| Hartford agency, has been elected 


| bring about entirely new methods 
in future political campaigns. 

That conclusion was expressed 
|today by Bernard C. Duffy, presi- 
dent of Batten, Barton, Durstine & 
Osborn, in a brief talk before the 
Young Republicans Club of New 
York. 

Mr. Duffy reminisced about the 
recent Presidential campaign and 
declared that the whole system of 
modern communications has speed- 
ed up actions, decisions and re- 
sults to such an extent that time- 
honored methods of the past are 
no longer likely to be effective. 

In his talk, Mr. Duffy paid trib- 
ute to the Kudner Agency, which, 
with BBDO, handled TV, radio and 
other advertising promotion under- 
taken by the Republican National 
Committee. 


a “Speaking as an advertising 
man, two things stand out as a re- 
sult of our experience in the cam- 
paign,”’ Mr. Duffy said. “In the 
first place we had a great product 
in the General. All advertising 
men know that you can’t sell a bad 
product. In the second place, our 
advertising on TV, radio and with 
printed matter continued right up 
to and including election eve. 

“T think our use of TV right up 
to the last minute of the campaign 
was a major contributing factor in 
helping many people make up their 
minds just before the polls opened.” 

Commenting on the use of TV 
spots, Mr. Duffy said that the Re- 
publicans gained a larger audience 
than the Democrats, who bought 
sustaining time only and had to 
compete with entertainment pro- 
grams. TV, he said, is a motion 
medium. It can’t be used in the 
same way that radio is. 

“We used it the way it is in- 
tended to be used for a job of the 
kind we had to do,” he said. “But 
the workers in the field really de- 
serve the credit,” he added, “for 
they got out the vote.” 


_Stahl-Meyer to Vladimir 


Stahl-Meyer Inc., New York 
meat packer, has appointed Irwin 
| Viadimir & Co. to handle its export 
| advertising on Ready to Eat meats 
and Fresh-Flavor canned meats. 
The company has not done export 
advertising before. 


| 
| 


_Bross Buys Tacoma Cards 
Bross Transit Co., Portland, Ore., 
has purchased from E. N. Llew- 
_ellyn Advertising, Tacoma, the car 
|card space of the Tacoma Subur- 
ban Lines, consisting of 45 buses. 
Robotham Joins AAAN 


Edward W. Robotham & Co.. 


mont, Heller & Sperling, Reading, to membership in the Affiliated 


Pa., as an account executive. 


| Advertising Agencies Network, 


7"? .- 


SS ER SIRE er iin sar hon YL IA ot Ria BF ea Om a EK aa eames eS Tit Wi areas er alg beget se aa OS me NON a) 2 Wane arcten oe geen A Dot 7 SOE ate rE A ee anamere ae Bem ACM ES Okc eae tna ria tga Om tL ALN tee yf aa Pe Se Sle ti QR ue Sar Re ra 2 
Ree th aE % en, Wee ase pe Uae ED te aaemr gs hd Te ae a ees See ae ee ys Cr aise 37) “pga Hin Ts, gaa meh cat Met) aie 9 hee oka Ny Seer? Meteo bs een Pie ga sae eves, Becomes. |. Mees 
(rae! As sD eee gees OE ee aL eR MR ge Tee Mee” eer YS ey Roe 5 ji ee aaa bias i Dean es 2 I i, tig Ne age REN oA CM Mae cece ete et. Sn ts Se, pee a ea Dey gd gue ss eee as SA Sane $ . 
Ect. a a ae PSN) Re ae ae ee Led ie ALR NE AB ieee eed ae ata He ee =n ‘ Cie ere: onan ra re aeons A eck eee ek oh ae eer oe: eee eae ara oe tty eae Wea Mesias: ‘ 
De eee | ane 4 hs Nee : i ; ee a Biased Swoon eo yews Vaal i ee Wee ee eae ae ea ee iS ea: SCTE Oe Uae 227 ee 
ps isa S é é it ¢ , aN aM rie i. hy + : X ON os Rin, Peep ane Sih tee 
= ase a Te. ae = priges c es ea ee 2 Wet cae ita i icgleh  Saty & inte Oa. eee ee al SSN aaa Fis 7 RIOT Gee Tey ste 
Ske ee ee Tl eae eS SIRES ee aera ee e + aa yo) Se agen fe” °4 pay eg eS ies a wy Pee ate | ame Agee Rea. NER go Sa nS c ae i) gs See epee eo = ieee Vo ieee S pk ae eee Le 
ae ee Se + aR eS aaa CRE at a ee dee Ree aac ny Pelco ee TEE pa Ra es Pe eo lege gS " } re ee oe i Se ee ees ae men Fadi See For a rae $e, ? Seis Paty gt le pee ee cs eee ees Ses ees ie Tae Cee 
nes i, acid ‘ as : : <3 Ee eto at eenige ds wait a oaiae S rgeahabes "airman cai 2B «A ‘ons Phe etree gee Saar ars ‘ Niel je oe. aie Rio. Rae BAN aR ge ee Sees wae ec ead ii co Ee eee eae: a 
wae * ¢ . te . % - 
an . rahe, ne —~ mma! Sp se 
. . —" om 
. CE i ee ee . 
. ‘ ‘ 
: 
= Advertising Age, January 19, 1953 
: ‘ 
, pp be r3 
7 ' Se ee a ane ae jel . eS 
ey ig ge ae ee ‘ ca i a > om wen ng ae OE and N 2S ae 
y ee ie) MBS ie re , =. oS ae Deut aN.” ‘ 
het ee Nie Seg Came ie ee * 2 3 . a eee a Al ha ae 
se Sill iM a Og ak a oe ete Fs a . 2 i iy a a A ge cn a 
oe te, MOUS See aie aR Mat 8 a —— * coe = a ae f & ce 
Mi | me uk Bas ’ ¢ "a +e ry ss re Se 
= | Sa a asibaentogy a , F A a x 4 eee ; cen e: . 
- gee eae \ y ; : al “Se ‘ . ph Be tw 
ae a } a yt bs 3 ; oo a ‘ 
— ‘ 4 : ez» wo \ es. " 
| : . — x | * ie ee gs e = en UB / ~ ; pipet 
4 ’ . ae? g oe J ae oe 
ig 3 * ; st, * ee a at’ f J L 4 is — J ha he 
ee oe ) a - AL aibag ae ad oy eZ ney 
: os ae eee . \ J J ine 
4 - i= ae ——— Mm - , ; 
Z | . .& aia mp - & ~ ae ei pe ae holy <7 e . - 
om ae: a riser See " ye a: oe 
eae od af bhi ae i. as eae so Allg bt i . 
He eS i 8 ae ane) Waren y i pi aah . ae 
bea es “ae VA S J ee has +2 fo 7 hei “ fi i 
© ae part , a eee < ay 
a eet pO as Fae tes: : wine sem 
2 Ae ft wet Pe ea - ‘ id J cee Ra we aes ene f 5 
oe a . Wai ~ , tees s00 as a py ee es “. a é 
ty sesh " a . te. 
£6 ae Pa : 7 ae eG Re 
- be ‘ + 9" 4 
| fits : ~ se by . Mata . i | 
S _ — ,, 4 . ; x, 4 a 
My rie sic win gy yr A 7a al 
‘ ‘ a ; ie >y # ® Z| ” ” oy : > 4 ; 
Aiea O - based sheila 4 a , VE ‘ BN 
nee i. , age a | = - 
ae _ Se s a ~ : 2 + ome : 
Bray { 
nc J 
oat ee } 
Tas 
eee ee 
| ‘ ae : 
ee . 
‘ane 
ian ns == pe 
Bet 
pues 
ete, Pe v 
nie 
ae nae 
Be ay 
eres, 
sig 
ee | 
. ee 
; | 
i | 
| 
‘i | es ee 
ia | 
ae | 
. a 
pues 
eter 
eee 
Berey 
Tae 
Pn 
PEE 
Sse 
PR te 
ae: 
> bi me ’ 
a hs 
ha q 
aba 
Ae ses 
a, ate 
ae 
Syn 
es 
wie 
shee ee 
A | 
ee 
i ] 
bi ier7t Fes PN ce LOOPS: foes ip ge Ee é acts ’ Sin. eae vat Rt oN Bets ry a . a) x Pit rs Mas Dae ste ee te i attels z ue baie $ Ae ¥ ces 7‘ fp | pcre" br . re Phen JOR ie 3g i MG Gees gna! Meg fy. SY aire ae LE oy ts baat: “eels Be 
9 he beng vo fe Satta ate nates cesey ge ao ‘ ey wee a r ’ ) va pen tantke fd Sie Saar Sct ae are age i age i" age ee ge Lares ee Sy a Ce iy wr gis Ph Le 


IT’S TRUE! 


Beginning with the May 1953 issue 


these additional important food chains 
will distribute EVERYWOMAN’S exclusively 


CAPITOL STORES, INC. FOOD CENTER OF ST. LOUIS, INC. MARKET BASKET STORES, INC. 
Baton Rouge, Louisiana St. Louis, Missouri Lansing, Michigan 
DOLE SUPER MARKETS GIANT FOOD SHOPPING CENTERS STEINBERG’S GROCETERIAS, LTD 
Battle Creek, Michigan Washington, D. C. Montreal, Canada 
EBERHARD FOODS, INC. HINKY-DINKY FOOD STORES WEIS PURE FOOD STORES 
Grand Rapids, Michigan Omaha, Nebraska Sunbury, Pennsylvania 

WYATT FOOD STORES Dallas, Texas 


THESE CHAINS WILL SELL APPROXIMATELY 200,000 COPIES OF EVERYWOMAN’S EACH MONTH. 
THEIR SELECTION OF EVERYWOMAN’S REPRESENTS A SIGNIFICANT TREND IN THE CHAIN DISTRIBUTED 


MAGAZINE FIELD. FOOD CHAINS THROUGHOUT THE COUNTRY ARE FINDING EVERYWOMAN’S 
A SUPERIOR MAGAZINE. ADVERTISERS ARE GIVEN ‘SELECTIVE CIRCULATION’ WITH EVERYWOMAN’S 
POLICY OF EXCLUSIVE DISTRIBUTION. 


@ THESE CHAINS ARE THE MOST IMPORTANT FOOD CHAINS 
IN THEIR RESPECTIVE MARKETS. 


@ THEY WILL SELL APPROXIMATELY 200,000 COPIES EACH MONTH. 


@) THEY WILL SELL EVERYWOMAN’S EXCLUSIVELY. THEY WILL NOT 
SELL ANOTHER STORE DISTRIBUTED MAGAZINE. 


ADDITIONAL CHAINS THAT HAVE SIGNED CONTRACTS 
WITH EVERYWOMAN'S WILL BE ANNOUNCED SOON 


She Arend ts la... 


16 East 40th St., New York 16, N. Y. 
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_ Information for Advertisers 


No. 4553. What Happens to Build- 
ing Products Manufacturers’ 
Catalogs? 

Most of them wind up in the 
trash. Two out of three lumber and 
building products dealers keep no 
catalogs at all, and in any case, 
have ua file of less than 50 out 
of the hundreds mailed to them. 
This is but one of the important 
findings brought out in a compre- 
hensive new survey, “The Use of 
an Annual Reference Source by 
Lumber & Building Product Deal- 
ers,” offered by American Lum- 
berman. 


No. 4555. Selling Ohio’s Medium- 

Size Cities. 

Making the point that business 
from Ohio cities and towns out- 
side the metropolitan areas ex- 
ceeds retail sales in such states as 
Kentucky, Tennessee, Oklahoma, 
and Kansas, the Ohic Select List 
(51 newspapers) offers its golden 
anniversary yearbook—‘“Newspa- 
per and Market Information on the 
Big Ohio Select List Market.” 
Quick, detailed summaries are 
given, with maps, for each of the 
51 markets covered. 


No. 4556. How to Plan Campaigns 
That Produce. 

Here is a reference which be- 
longs in the working library of ev- 
ery sales and advertising execu- 
tive charged with the responsibil- 
ity of setting a target and hitting 
it. It is Volume 5 of “How Indus- 
trial Advertising Makes Sales’— 
a study of the top ten entries in 
the 1952 Putman Awards. Each 
of the outstandingly successful 
ten campaigns is analyzed from 
four angles: The company’s sales 
problem; the job assigned to ad- 


Note: Inquiries for the items listed above will not be serviced beyond March 2. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., Apvertisinc AGE 
200 E. Illinois St., Chicago 11, Ill. 


—please print or type) 


CITY & ZONE 


Please send me the following (insert number of each item wanted 
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| vertising; what was done; results. | 
Judging for the awards was done) 
exclusively by top management. 
men, and the choice of the top ten 
thus reflects what management 
looks for in planning, execution, | 
and results. 


No. 4557. New Mailing Lists for 
Western States. 

Western Empire Direct Adver- 
tising Co. offers a new booklet giv- 
ing detailed information on occu- 
pant mailing lists for residential 
city and rural coverage in Arizona, 
California, Colorado, Idaho, Mon- 
tana, Nevada, New Mexico, Ore- 
gon, Utah, Washington, Wyoming, 
Alaska and Hawaii. It contains 
tables giving the mailing counts 
for the individual counties of the 
states and territories covered. The 
lists total approximately 6,000,000 
addresses, segregated into four dif- 
ferent income groups. 


No. 4561. The Virginia Market, 
Roanoke in Particular. 


An exhaustive new presentation 
entitled “Portrait,” offered by the 
Roanoke Times, furnishes an ex- 
cellent guide to the major markets 
of Virginia, as well as to Roanoke 
itself. Maps and tables in the first 
section show how geography has 
broken Virginia into four sharply 
divided marketing areas—Wash- 
ton, D.C., Richmond, Norfolk, and 
Roanoke. Section two is a detailed 
analysis of the Roanoke area, 
which is now booming industrial- 
ly. Excellent maps and statistical 
tables illustrate the detailed text. 
Special attention is given to iso- 
lated Roanoke as a test market. 
Retail sales, etc., are covered in 
the appendix. 
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Need a Good Artist?!” 


A recent classified “help 
wanted” ad, in Advertising 


Advertising Age, January 19, 


THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


1953 


POSITIONS WANTED 


ARE YOU GONNA BE MY BOSS? 
Exper. space salesman known in Chgo., 
lil., la. & Nebr. by acct’s, agencies. Ex- 
per. inclu. class, mdsing, M.O. & natl., 
Adv. Last 1% yrs. with one of the top 
newspapers in the U. S. in their Chgo. 
| off. Still employed. Want connection with 
| good mag. or paper. Will consider radio 
|or TV. 135 wk. sa. Chgo. area pref. Will 
| relocate for right deal. You can be my 
boss if you write to BOX 5505 ADVER- 
| TISING AGE, 200 E. Illinois St., Chicago 
| 11, Hl. 


Age, pulled its head off 
getting applications from 
seasoned art directors. If 
you need a good man at 
one of your drawing 
boards, the chances are 
you can find him quickly 
through a classified ad of 
your own. 


MOLENE PERSONNEL 


Advtg. Co-ordinator. Und. 35 $6-8,000 
Media Asst. to $7,500 
Market analyst to $20,000 


Prod. assts., ad agcy., prtg., publg............. 
Layout artists, art directors.......... 7 
Proofreaders, men and women 
Sales promot. Development to 


COPYWRITER-ADWRITER with enough | COPY CHIEF: ACCOUNT EXECUTIVE 


spare-time to do a little free lance work. 
Chicago location. Correspondence school 


and mail order experience helpful. Send | of others, 
just a note, which will be treated con- | 


fidentially. 
BOX 5519, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Public relations writers, y@.............. 
Al copywriters for finer agencies............ 
Asst. advtg. mgr. agricultural backegr..... 


PREFER CHICAGOLAND INQUIRIES.... | 


ON ABOVE LISTINGS................ 
Andover 3-4424 105 W. Adams St. Chicago. 


ADVERTISING AND MERCHANDISING 
DIRECTOR 


Brewery wants young (30 to 40) 
with creative advertising experience and 
merchandising know-how to fill position 
of Advertising and Merchandising Direc- 
tor. Must have experience in all media 
and be able to conceive and direct mer- 
chandising campaigns aimed at the retail 
trade. Salary open. Write giving com- 
plete summary of experience and salary 
requirements. 
BOX 5513, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 


DIRECT MAIL SPECIALIST 
Nationally known organization, located 
in central Wisconsin, offers exceptional 
opportunity to young man with solid 
background in direct mail. This individual 
wll administer all direct mail activities 
or Company including planning, creating, 
and designing of mailings. Age require- 
ment 25-31. Give complete information 
including salary requirements. 

BOX 5514, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 
ART DIRECTOR 
Small, 5-yr.-old, growing agency needs 
man who can make layouts, do finishes, 
retouch, letter. We farm some work out 
but want man who can do any of it. 
Clean, simple layout essential. Use mag- 
azine small space, 24-sheet, NP, TV, etc. 
Variety of accts.; need versatile man. 
Offer moderate salary, chance to grow 
with agency, eventual part ownership 
to right man. Experience less important 
than ability and adaptability. Give full 
data, typical samples first letter. Wm. 
Barber & Co., 404 Exchange Nat'l Bank 

Bidg., Colorado Springs, Colo. 
BARNARD 

A service for employers and applicants 

in the fields of advertising and publish- 

ing. Office and Professional. 

CEntral 6-3178 176 W. Addams Street 


ADVERTISING AGENCY 
COPYWRITER 


Large National advertising agen- 
cy desires copywriter to fill key 
position. Should have broad, va- 
ried background and be able to 
take the lead in production of 
major advertising campaigns. Our 
staff knows of this ad. Salary 
open. Replies held confidential. 
Please send complete resumé, 
giving experience, nature of ac- 
counts, level of responsibility, 
salary earned, education, reasons 
for interest in this ad, age, salary 
expected. 


Box 364, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


SYMBOLS THAT SELL 
Trade Marks - Trade Figures 


Created by 
GUSTAV JENSSEN 


P.O. Box 8005 Tampa, Florida 


man) 


AD ARTIST 

Experienced man or woman for per- 
manent connection with established agen- 
ey. Job requires creative ability, neat 
roughs, good lettering. Some finished 
art an advantage. Give full particulars. 
POST OFFICE BOX 782, EAST LIVER- 
POOL, OHIO 


OPPORTUNITY in the South for wide- 
awake Circulation Manager who knows 
details; is a go-getter both by mail and 
personal contact. Salary and Override. 
Give complete details, including telephone 
gumber and photo. 

BOX 5515, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 


SPACE SALESMAN AVAILABLE 
Can offer publisher thorough representa- 
tion throughout Ill., Ind., Wis., and So. 
Mich. Chicago headquarters. Office in 
loop. Interested in straight commission 
only. Resigning present position as Adv. 
Mer. national trade paper to work on 
space selling exclusively. Age 37. Married. 
8 years experience in trade paper space 
sales. Active member of ad_= groups. 
Known among leading agencies. Have pre- 
pared and executed successful national 
promotions. Also exp. in Editorial, copy, 
layout. Writer Publishers Representative 
1425 Civic Opera Bldg. 20 N. Wacker Dr. 
Chicago 6. 

AGENCY & MFRS’ OUTSIDE HELP 
Experienced automotive and _ industrial 
technical writer and illustrator located 
in Chicago available to plan and execute 
your manuals, wall charts, technical and 
other literature including layouts, copy 
and art. Excellent references from satis- 
fied companies. 

BOX 5511, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING AND SALES MANAGE- 
MENT. PROMOTION AND PRODUCTION 
experience. Excellent 8 year well-rounded 
background. Administrative experience. 

N. Robbins-1220 W. Sherwin-Chicago 

26. 
MIDWEST department store advertising 
manager seeks advertising job with man- 
ufacturer of consumer poducts. Five years 
experience hard and soft lines. Know 
complete retail advertising operation. 

BOX 5507, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, lll. 
AD MGR. natl food outfit seeks change. 
Top producer; sales articles, creative 
copy-layouts, merchandising plans, some 
artwork. Good speaker. 35. $10,500. 

BOX 5521, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Proved ability to create outstanding ad- 
vertising and to direct the creative work 
combined with demonstrated 
capacity to build the kind of client re- 
lationships that hold and develop ac- 
counts, Starting salary about $20,000. 
BOX 5506, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TRADE MAGAZINE 

I want to sell the advertising space, on 
a commission basis, for one additional 
Trade Magazine, with recognized stand- 
ing in its field. I have had great success 
in the Middle West and my experience, 
Agency contacts and facilities should 
enable an established publication to make 
a lucrative arrangement. I will tell you 
promptly if I think I can sell your space. 

BOX 5518, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


CIRCULATION MGR. TRADE PAPER 

12 year’s experience, expert Direct Mail 

fulfillment ABC, CCA. Will relocate. 
BOX 5510, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MARKET RESEARCH ANALYST BBa 
degree age 25, vet., with sound News- 
paper, consumer and ad agency experi- 
ence. Seeks Chicago agency position. 
Reasonable salary requirements. 
BOX 5509, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


A ONE MAN ADV. DEP’T. Now Adv. 
Mgr. of Bl Mfg. 8 yrs. expr. all media, 
art, prtg. Do everything—copy to produc- 
tion. Family, age 29. Available now. 
BOX 5512, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVE AVAILABLE 


PUBLISHERS REPRESENTATIVE 
With twenty years experience on indus- 
trial media in the Central District, can 
handle one or two added publications in 
Eastern Michigan, Ohio, Western Pennsy1- 
vania, Western New York. Personally ac- 
quainted with principle accounts and 
agencies from which references can be 
sought or a list will be supplied. Please 
state confidential particulars in first com- 
munication. A reply will be made. 

BOX 5516, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES WANTED .... 


Industrial adveritsing salesman for out- 
standing metal working publication 
wanted for territory south of Chicago. 
Submit your resume by letter only. 
Present sales staff have been informed 
of this opening. 

Write Box 5508, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


WANTED 
CREATIVE COPYWRITER 


4-A Chicago agency offers good 
salary and real opportunity to 
man with three or more years 
agency copy experience includ- 
ing package goods. Must be able 
to develop fresh, sound cam- 
paign ideas for newspaper and 
magazine advertising. Please out- 
line experience, listing some ac- 
counts worked on. Your letter 
will be kept confidential. Our 
writers know about this ad. Re- 
ply Box No. 367. 


Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


ERSONNEL 


Confidential service for 
employer and applicant 
DRAKE PERSONNEL 


Suite 1009 
7 W. Madison « Financial 6-2100 - Chicago 2, Ill. 


FOOD MARKETING SPECIALIST 


Unusual opportunity now available in 
Midwestern Advertising Agency for 
highly experienced food sales and 
merchandising executive. Must have 
extensive experience and _ successful 
record in contacting and selling Super 
Markets, Chains, Food Brokers and 
Wholesalers in major markets. Should 
be free to travel and work with large 
food client. A background of success- 
ful operation in dairy and frozen food 
field desired. If you qualify, send full 
details of experience, age, education, 
salary requirements. All replies confi- 
dential. Box 362, Advertising Age, 
200 East Illinois St., Chicago 11, IIl. 


To An Agency Head 
Who Needs More 
Time to Think .. . 

Here’s a Strong Right Hand 


General Mgr. or Exec. Assistant. 
Young (35) but experienced and 
forceful agency executive. Has run 
gamut of contact, creative and ad- 
ministrative problems with 3 small 
to medium-size agencies over 16 
year period. 

Meets Client Executives with con- 
fidence. Originates basic sales strat- 
egy. Develops plans and brings back 
okays. Has knack for getting along 
with associates. 

Now Senior AE in charge of client 
plans and service for 40-man Eastern 
agency. Famiiiar with package and 
durable goods, associations. 

Seeks Last, Most Challenging job 
with the one right agency on West 
Coast or in NYC. Will exchange 
driving leadership, experience and 
hardwork for appropriate 5-figure 
proposition including participation in 
the profits he will help produce. 
Interested Agency Principals invited 
to write Box 366, c/o Advertising 
Age, 801 Second Ave., New York 17, 
N. Y., for detailed résumé. 
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COPYWRITER 


THE OPPORTUNITY 


One of the leading national advertising agencies with 
widely diversified accounts and a triple A Dun & 
Bradstreet rating has a real opportunity in the Mid- 
west for a talented writer. He would immediately 
start surrounding the important assignment as senior 
writer and creative supervisor on a major account. 
He would enlarge his responsibilities as he progressed. 
He would be associated with a knowledgeable and 
capable creative group dedicated to developing effec- 
tive advertising according to the highest professional 
standards. He would work in the agency’s headquar- 
ters in direct association with agency management. 


THE MAN 


The man who fits this opportunity must have a min- 
imum of 7 years advertising agency background as a 
senior writer. He must have proven ability to spark 
ideas, as well as mature and sound experience in 
writing a large amount of hard-hitting, selling copy 
for magazines, newspapers and trade papers. He must 
have an ability to think in terms of illustration, as 
well as copy. He should have a flair for creative 
direct mail programs and point-of-purchase material. 
He should have some experience with radio and 
television commercials. He should be able to inspire 
and supervise other writers and create confidence in 
contacts with client and agency executives. 


you've proven yourself a top writer over a 
period of years—if you’re now ready for a 


step that could lead to major accomplishment 
—if you’re interested in an opportunity to become 
a key member of a well-known, solidly established 


organization, write us i 


confidence giving full par- 


ticulars. Box 365, Adverffsing Age, 200 E. Illinois St., 


Chicago 11, IIl. 


AVAILABLE 


The broadest experience and one of the ablest brains in motion pic- 
ture production and production of motion pictures and commercials 
for TV (two widely separated fields)! Mellowed by several years in 
posts of command and decision in the broadcasting operations of a 


top ten agency. 


Recognized organizational and administrative ability. Exceptional in 


getting team-work results. 


If you are an agency with major TV problems now, or arming for 


the future, this is opportunity! 


If you are a producer . 
unique! 


. the experience offered is completely 


Let's not waste each other's time if your organization is not sound 
and active, and if the job does not call for top responsibility and top 


authority! 


The price will be high, but the value great, with due consideration 
for potential. Finest references naturally. 


BOX 363, ADVERTISING AGE 


200 East Illinois Street 


Chicago 11, Illinois 


Wanted: 
Creative mail order 
advertising man 


This is an opening for a man 
who loves to sell by mail—and 
who likes to pioneer. The job is 
that of Advertising Manager for 
a Chicago organization which 
sells a basic and universally used 
service. We’ve decided that our 
future development calls for 
successful application of hard 
boiled mail order principles in 
our advertising and promotion. 
Hence the right man for this 
newly created post can play a 
big part in our growth. 


Our advertising isn’t all by 
mail, but the man who handles 
it must be, first of all, a mail- 
order thinker—with a record of 
successful mail-order selling. 
Duties will include both over- 
all planning and writing. 

We'll guarantee the right man 
a minimum of $10,000 a year, 
with opportunity to increase 
this by participation in results. 

If you’re the man, tell us why 
—by letter—with all the essen- 
tial data. 


Box 368, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 


wanted by eastern 4A agency 
(not N.Y.) with a reputation for 
stability of accounts and person- 
nel. Prefer agency-trained man, 
30 to 40, with automotive after- 
market, automotive accessory, or 
TBA experience. Must be an ex- 
perienced and versatile advertis- 
ing man who loves hard work, 
does not mind some travel and 
can spark all phases of a com- 
plete sales promotion, merchan- 
dising and advertising campaign. 
Starting salary $700 to $800 per 
month, plus liberal bonus and 
pension trust plan. Plenty of op- 
portunity for the right man. 
Write and tell us enough about 
yourself to justify an interview. 
Box 359, Advertising Age 
801 Second Ave., 
New York 17, N. Y. 


in 4-Page ‘Life’ Ad 


Carlson to ‘Chain Store Age’ 
Albert C. Carlson, formerly with 


and Sun has raised the newsstand|the New York Journal of Com- 
merce, has joined the Boston office 


| price of its Saturday edition from nas’ 
5¢ to 10¢. The price of its other | of Chain Store Age as a salesman 
editions remains the same. The for the druggist, grocery, variety, 


Saturday edition will be enlarged, | @4ministration and fountain-res- 

primarily by addition of a 24-page | taurant editions. 

magazine section in b&w which | 

will carry no advertising at the; March Joins Milprint Inc. 

outset. | Milprint Inc., Milwaukee man- 
-ufacturer of printing and packag- 


ing materials, has appointed John 
Mooney Heads F. L. Jacobs A.C. March manager of its carton 


James D. Mooney, who has held | gajes division. 
executive positions with General | 
Motors Corp. and Willys-Overland | To Hoefer. Dieterich 
’ 


Motors Inc., has been elected presi- 

dent of F. L. Jacobs Co., Detroit Marin-Dell Milk Co., San Fran- 
maker of automotive parts. He/cisco, has named Hoefer, Dieter- 
succeeds Neil A. Moore, who be-|ich & Brown, San Francisco, to 
came president of Jacobs last | handle its advertising. 


Nov. 1. | 


of the Fedder brand name promo-| Names George Homer Martin WA N TE D >>> 


tion will run in newspapers} Wheaton Brass Works, Spring- ‘ ! 
through distributing agencies. ‘field, N. J., has appointed George =e job YESTERDAY! 
Sounds impossible, but often as 


The Life ad will give dealers a Homer Martin Associates, Newark, | to do. Even in such cases we try to 
‘listing by state and city for a fol- | to yon ay! ed of — valveS ys ay P. perform things that seem impossible. 
and fittings to the petroleum in- 
lowup by the dealers themselves. 8 P WALK advertising typographer 


dustry. Trade publications and di- 
| | 44 EAST HUBBARD ST., CHICAGO 11, ILL. 
North Named PR Director 


rect mail will be used. 
David R. North, formerly a V.p. | 


N. Y. Paper Doubles Price 
The New York World-Telegram | 


Fedders-Quigan Will 
List All Its Dealers 


BUFFALO, Jan. 13—Fedders-Qui- 
gan Corp. will launch its 1953 ad- 
vertising campaign on room air 
conditioners with a four-page sec- 
tion in Life in April to include a/| 
list of all of its dealers in the U. S. | 

The theme of that section will 
be a “five-year vacation,” to point 
up the company’s five-year guar- 
antee on all of its air conditioners. 
Also to be featured will be push- 
| button controls, an innovation in 
room air conditioners. 

Following the Life ad, which 
will be placed through Batten, 
Barton, Durstine & Osborn, most 


TRIPS TO 
- EVERYWHERE 
“von onus 


CONTEST PRIZES | 
AT EVERY PRICE 


‘of White, Berk & Barnes, 
Also, Mr. North’s company, David b 
North Public Relations Inc., New| € " ’ 
York, has been named public re-| 
lations consultant to the exchange. | ‘a 
Holland Joins Lewis & Gilman | 
Lewis & Gilman, Philadelphia, as 
| 
. 
| and advertising director of Frank | and see things. What better awards could you give for 
* _ of winning such a prize will add interest and enthusiasm that will 
copy for ten years or more .. . most 
programs...custom-make 
You're 35 to 40 by now ... work 
like to find an outlet for your writing Mments for you... have the 
secure, with things like bonus incen- 
Let us send you the names of clients who use Travel Awards with 


New | 
Edward P. Holland, formerly a 
associate art director. 
Mrs. Beltz Named Ad Head | 
& Seder, Philadelphia department | your next contest or promotion than give trips or 
ONCE IN A CAREERTIME = amaze you. 
of it drug or related, possibly even 
them to your individual needs 
smoothly with others and can create 
ambitions from here out, a spot where ‘“‘know-how” that make their 
tive, insurance and retirement beauti- 
great success. Write today for complete information and “Contest 


od 
York agency, has been appointed | S i C { t [ 9? 
/public relations director of the a es on es Ss a in * 
partner in Michener & Holland, 
4 HAPPINESS TOURS has the answer to your 
Mrs. Agnes Beltz has been 
store. vacations to the winners? The pleasure, glamour, 
. does a man get an opportunity like 
HAPPINESS TOURS wit 
ethical. You've a degree, or you're pre- 
and budget... handle all the 
and exchange ideas freely. Most of 
the Pace may de steady eat erg | trips a lasting memory of pleas- 
fully wrapped up as part of the deal. | 
Award” rates. Naturally, there is no obligation. 


New York Mercantile Exchange. 
Philadelphia agency, has joined) 
; “award” problem. Everyone likes to travel—go places 
named sales promotion manager 
| excitement of a tour will be remembered for years. The possibility 
this. You’ve been writing good sound 

help you plan your “incentive” 
med, or have dabbled in chemistry. 
all you're thinking ahead and would details . .. make all the arrange- 
leisurely, the income substantial and ¥ 

ure—-long to be enjoyed. 
It’s a nice life you'll lead in a ae 

hi- 


Advertising town not far from 

cago and with a world-wide firm. In- 
terviews will be arranged for those 
who qualify, and cf course everything 
| strictly confidential. 


DOUG SMITH, INC. 


Personnel Consultant to Advertising 
and the Graphic Arts 


333 No. Michigan Ave., Chicago 1, Illinois 
* 


| ADVERTISING 
PRODUCTION MANAGER 


Unusual opportunity available 
in Midwestern 4A Agency for 
man with solid agency back- 
ground. Must be especially strong 
in typography and in handling 
mechanical processes including 
engravings and printing. If you 
qualify, send full details of back- 
ground, age, education, salary re- 
quirements. All replies confiden- 
tial. Box 361. Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


| CLIP THIS COUPON 
| TO YOUR LETTERHEAD 


AMERICA'S GREATEST TRAVEL VALUE 


RESEARCH DIRECTOR 


Hoppiness Tours, Dept. 409 


Thoroughly experienced man to 6 East Monroe Street 


Equipment 
for Sale? 


If you want to sell anything 
from recording equipment to 
reproduction equipment such 
as a Multigraph machine, you 
will find the classified page of 
Advertising Age a quick, inex- 
pensive way to contact buyers. 


head research department in Mid- 
western 4A Advertising Agency. 
Should have extensive background 
in all fields of Marketing Research, 
including Product, Brand, and Con- 


Chicago 3, Illinois 


Yes—I'm interested in learning more about the Happiness Tours 
“Travel Award” Program. 


media research in food field impor- Nome____ Title 
tant. If you qualify, send full de- Firm 
tails of experience, your age, edu- 7 
cation, and salary requirements. SEES SS 
All replies confidential. | 

Box 360, Advertising Age, City ~ — —___—___—__Hrote- 
200 E. Illinois St., Chicago 11, Ill. |) Phone 
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This is tooting our own horn... _ 
but it’s also the plain truth! | 


In the fast-growing Sunday magazine field three facts stand out today: 


THE SUNDAY PICTURE MAGAZINE 
OF 35 LEADING NEWSPAPERS 


1. parade goes ahead to second place. Among the syndicated Sunday magazines 
Parade is exceeded only by This Week in 1952 advertising pages. 


2. parade goes ahead in share of space. Parade’s percent of total space in the syndicated 
Sunday magazine field has gone up, every year of the last five. 


- parade goes ahead in advertising pages with a whopping 77% increase since 1947. 
1952 advertising pages are ahead of 1951. Percent gain for the fourth quarter 


is the largest in the field. 


proof that what parade offers is what America’s leading advertisers want: 


More distributing newspapers . .. more markets with over 
50% family coverage ... more exclusive markets... o 
more cities with no other Sunday newspaper .. . ; 
more advertising readers per dollar of ad cost. 
Py 
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UP, UP, UP GOES PARADE’S SHARE OF -THE SUNDAY MAGAZI 
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PHOTO REVIE 


al 
$7 WELK Omer 
ad ‘ 


‘CHESTERFIELD | 


POPULAR GIRL—Betty Furness received lots of congratulations Alfred Scolpone and Tom Losee, all of MeCann-Erickson; Ted 
following the premiero of her new daytime telecast for Westing- Huston, director of the show, and J. Gilbert Baird, sales pro- 
house over CBS. Her admirers are (left to right) G. Newton Odell, motion manager of Westinghouse Electric Corp. 


SOUTHLAND’S LARGEST—General Outdoor Advertising Co. says this new spectacular 
perched on top of the Chesterfield factory in Richmond is the largest in the South. 
Lighting ceremonies for the 148’x40’ sign took place on Jan. 7. 


1 Evaporated Milk 


& 


BIG & BOUNTIFUL—This American Dairy Assn. spread, featuring recipes for avep HOUSEWARES EXHIBIT—One of these useful things will be chosen month in Chicago. Left to right are Joyce Byers, Ruth Peppel, 
orated milk, will run Feb. 8 in The American Weekly through Campbell-Mithun. by housewares buyers as “Miss Kitchen Gadget” to reign over Jeanne Blair, Diana Davis and Peggy Dahl. Jones Frankel Co., 
the Popeil Bos. exhibit at the National Housewares Show this Chicago, is handling the promotion. 


Fe papte oak “am May, 


COMIC CHARACTERS—Ralph Robertson’s small daughter—along son, media director for Colgate-Palmolive-Peet Co.; Mrs. Robert- 
with everybody else—had a fine time at the annual Metro Sun- son; Mrs. Robert E. Healy, wife of McCann-Erickson’s v.p. and 
day comics party at the Waldorf. Left to right are Mr. Robert- treasurer; Mr. Healy, and Dusty Miller of Metro. 


ye + ae ae ea. os . a mney, x we 
ge S y f 


3 ° 


‘SEE’ LEGS—Holeproof Hosiery Co. execs look over the layout for a spring ad 

for Luxite nylons, “for the prettiest ‘see’ legs.” Left to right are Russ Felzer, promo- 

tion and advertising manager; Gustave Frankel, president, and Marvin Mann, of Weiss 
& Geller, which handles advertising for the hosiery manufacturer. 


Your Greater Boston Chamber of Commerce 


A ae % 5 ates act 


ATLANTA PARTY—In a festive mood at the Christmas party Co.; Walter Guy, Sawyer-Ferguson-Walker Co.; Sarah Williams, BOSTON BOOST—"To make Boston conscious of its tremendous potentialities,” the 
given by the Atlanta chapter, American Assn. of Newspaper Rep- tiller, Neal & Battle; Russ Paulson, J. Walter Thompson Co., Boston Chamber of Commerce has launched an ad campaign with heavy emphasis pea 
resentatives, are (left to right) Gordon Hewel, John Budd and J. V. Freitag, Freitag Advertising Agency. on outdoor space. John Donnelly & Sons contributed the space for this poster. 
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Type Founders Names Two _ of Daystrom Inc., parent company 

Louis C. Edgar Jr. has been ap-|of American Type Founders. Mil- 
pointed executive v.p. of American | ton J. Goger, assistant to the presi- 
Type Founders Inc., Elizabeth,|dent, has been promoted to v.p. 
N. J. Mr. Edgar formerly was v.p.' and comptroller. 
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Advertising Age, January 19, 1953 


Wise Says It Owes Creditors $2,277,786, 
$112,375 of It to Thwing & Altman Agency 


| New York, Jan. 13—Book pub- advertising agency, owed $112,375. 
lisher William H. Wise & Co., which There are about 200 creditors in 


‘recently filed a voluntary petition 
of-bankruptcy (AA, Dec. 22, 29), | 


actually has liabilities amounting ler Act and proposes to effect a! 
to $2,277,786—not $1,000,000 as settlement of 100% in deferred 


previously reported. 

The company, which claims as-| 
sets of $4,135,804, has filed a. 
schedule in southern district court. 
here listing 24 principal creditors. 
These include Hearst Publishing 
Co., which is owed $194,608, and 
/Thwing & Altman, the publisher’s | 


all. 
Wise has filed under the Chand- 


payments. 


= Among the other principal cred- 
itors: 

Pantagraph Printing & Station- 
ery Co., Bloomington, Ill., $97,117; 
Colonial Press Inc., Clinton, Mass., 
$86,105; H. Wolff Book Mfg. Co., 


$74,442; Publishers Printing Co., 
$73,546; Portable Electric Toois 
Inc., $63,198; Baldwin Paper Co., 
$55,625; Hobson-Miller Paper Co., 
$52,196; Geo. McKibbin & Son, 
' $50,271; Anchor Mailing List Serv- 
ice, $45,448; American Book-Strat- 
ford Press, $45,319. 

Also, Circle Press, $37,603; 
George R. Bryant Co., $37,383, and 
This Week Magazine, $29,170. 

The 24 principal creditors are 
owed a total of $1,326,630. (Other 
creditors were listed in AA Dec. 
29.) 


=s Among its assets Wise listed 
machinery, fixtures, plates and 
mailing lists valued at $2,079,140, 
353. accounts aggregating $1,280,- 
293. 

| In its Dec. 29 story, AA reported 
|Thwing & Altman, the Wise agen- 
|cy, as saying it had not placed any 
Wise advertising in the past year 
and that the debt owed by the pub- 
lisher was “not substantial.” 

The Standard Advertising Regis- 
ter says Wise advertises directly, 
and through Thwing & Altman and 
|'Huber Hoge & Sons. Cecil Hoge 
|has said that the money owing his 
'agency comes to about $5,000. 


| “Western Motor Transport’ 
Becomes ‘Western Trucking’ 


Western Motor Transport, Los 
| Angeles, has changed its name to 
Western Trucking. The publication 
serves the private and commercial 
|trucking industry in 11 western 
states. It was founded in 1922 as 
| Western Drayman and Warehouse- 
|man, became Western Truck Own- 
er in 1923 and Western Motor 
Transport when purchased by its 
present owner. 


Two Join KONA, Honolulu 


Craig Maudsley, a West Coast 
advertising man for the past 18 
years, has been named director of 
national sales for KONA, Honolu- 
lu television station. R. W. Clark, 
who has been with NBC radio and 
television for the past 22 years, 
has been named director of engi- 
neering. The station is making al- 
terations in the penthouse of the 
Queen’s Surf Hotel, Honolulu, to 
use. it for telecasting studios. 


Promotes R. H. Marriott 


Climalene Co., Canton, O., has 
promoted R. H. Marriott to v.p. in 
charge of sales and advertising, a 
new post. Mr. Marriott has been 
v.p. in charge of advertising for 
the past four years. 


Carow Elected a V. P. 

Louis J. Carow Jr., account ex- 
ecutive, has been elected a v.p. of 
Bozell & Jacobs, Chicago. 


| 
POINT your sales 


PROMOTIONS 


with specially designed 


TRADE-MARK. 
Show your Product, Trade 
Mark or Slogan, with faithful 
reproduction, on Individual- 


ly Created 


meet exacting 


fect . 


| used in 
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**ADVER-TIES"’ 
. « « They're Catchy, Subtle 
and give the ‘‘Umph'' and 
Spark you need at Conven- 
tions, Anniversaries, Prod- 
uct Introduction, or for 
Dealer Programs ... . 
SPECIALLY DESIGNED to 
wishes, 
*“*ADVER-TIES'’ ore 
HAND MADE by Leaders 
in the Field for 33 years. 
NINE DIFFERENT PROC- 
ESSES to assure Moxi- 
mum Reproduction Ef- 
+ + « Only finest 
quality materials are 
**ADVER- 


SEND SAMPLE of Adv. Matter. 
State approximate quantity de- 
sired. Full details and prices 
cheerfully sent. 


(Original “ Adver-Ties” 
320 S. Franklin St. Dept. AA 
Chicago 6, Ill. 
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American 
Neckwear Mig. Co. 
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Advertising Age, January 19, 1953 


1952-51 and December Advertising Pages and Linage in National Magazines 


Official Figures as Compiled by Publishers Information Bureau 
Publications with an * report directly to ApveRTIsSING AGE 


Dec. Dec. Year Year Dec. Dec. Year Year 
F 1952 1951 1952 1951 1952 1951 1952 1951 
Weeklies, Bi-Weeklies, Semi-Monthlie 
t*Capper’s ere 1.2 2.3 49.5 58.8 2,601 5,135 110,757 131 
*Christian PT ae 13.2 15.2 269.5 280.4 5,472 6,282 111,584 116,018 
re eee 121.9 159.6 1,537.8 1,717.6 82,863 108,500 1,045,420 1,167,625 
tCue errs 92.5 119.4 935.9 1,031.9 39,633 51,209 401,277 433,437 
’+Grit 12.0 13.1 183.3 190.4 11,974 13,738 188,941 199 
Mei arent Riva cave aa 331.2 318.4 3,814.2 4,053.1 224,969 216,434 2,592,627 2,754,986 
ee 157.4 150.9 1,417.4 1,577.8 107,001 102,571 963,417 1,072,585 
tNew Yorker . 364.8 417.1 3,920.9 3,618.5 156,308 178,887 1,680,266 1,551,907 
Newsweek ...... 229.0 237.4 3,048.9 2,899.6 ,088 99,630 1,279,079 1,217,409 
Pathfinder : 33.4 26.5 520.0 513.9 14,035 11,151 218,422 215,734 
*Presbyterian OS sce dee 9.5 yo 184.7 167.6 3,997 3,029 77,690 59,020 
FS*Quick .. Coecesecccceces 36.0 f 428.0 359.0 _ — — 
Saturday Evening Post 245.2 3166 4,194.1 4,362.5 166,64 215,211 850,940 2,965,079 
+*Saturday Review 52.2 63.1 742.9 691.4 21,915 26,513 311,933 293,453 
U/*Sporting News 36.1 28.2 348.4 331.7 39,222 30,615 371,377 359,974 
ME Newacantaeessssaceaes 259.0 289.5 3,562.2 3,809.4 108,702 121,577 1,495,576 1,599,259 
U. S. News & World Report . 155.4 138.2 2,264.5 1,671.1 65,211 57,982 950,587 701,388 
eer ee 2,114.0 2,302.7 26,994.2 26,975.7 1,146,634 1,248,464 14,649,893 14,339,584 


tFour issues in December 1952; five issues in December 1951. ‘Changed from 1,050-line page to 1,000-line page on Aug. 31, 
1952. {Three issues in December 1952; two issues in December 1951. #Not included in totals. §Only full-page units ac- 


cepted. |||Five issues in December 1952; four issues in December 1951. 


’ 

Women’s 
*American Family .......... 12.5 11.5 200.4 131.2 5,380 4,930 
eo. arr 30.5 30.2 447.1 228.3 13,075 12,976 
SEVOTYWOMON'S osc ccccecccce 37.9 28.5 496.6 342.6 16,243 204 
Family Circle ............. 56.9 58.7 792.5 687.8 380 25,131 
Good Housekeeping ......... 113.8 11689 15125 1,722.1 48,726 50,922 
*Holland’s Magazine ........ 18.9 18.8 6.0 240.0 8,107 8,063 
MONTUNEE scccccecccsccsess 34.0 37.3 520.8 534.7 14,549 15,980 
Ladies’ Home Journal ....... 82.4 100.4 1,134.5 1,387.7 56, 68,258 
McCall's Magazine .......... 59.6 62.0 8 873.3 40,532 42,150 
Parents’ Magazine .......... 62.0 62.6 7 796.6 26,548 26,778 
Seventeen... .seeeeeeeeeees 59.9 60.6 1,178.0 1,158.3 40,741 41,215 
Fotays Woman ......cesee. 45.0 48.9 782.3 19,292 20,978 
*Western Family: 

Southwest Edition ........ 29.5 27.4 441.2 437.2 12,641 11,761 

©#Mountain Edition ...... 26.5 22.3 371.2 121.1 11, 71 9,575 158,836 

#No. Calif. Edition ...... 28. 24.4 195.6 390.3 12,133 10,461 

Northwest Edition ...... 28.7 24.8 406.5 417.4 12,301 10,647 
a ree 63.9 65.4 849.4 811.5 27,387 27,965 
Woman’s Home Companion ... 53.5 65.5 791.9 945.4 36,371 44,547 


Ln. wlll. «, MCLE 760.3 796.7 10,866.1 11,079.0 389,979 


, k 413, 
*Started publication in May 1951. >See note at end of linage tabulation. Started publication in 


General 


13,858 


5,650,545 5,853,208 
September 1951. #Not 


§*American Artist .......... 32.8 34.5 334.3 365.4 13,780 14,478 140,417 153,460 
*American Forests .......... 14.1 hed 194.5 190.1 22 4,900 81,746 79,870 
American Legion ............ 15.4 14.6 219.1 199.8 6,472 6,150 92,148 84,013 
American Magazine .......... 21.4 24.4 316.0 350.1 ; 10,236 132,721 146,998 
a, rrr err 21.9 21.3 246.0 236.8 I 9,125 105,524 101,628 
RUBIES oc csccccscecsccese 29.8 36.3 323.3 252.6 12,523 15,253 135,673 106,041 
*Christian Herald ........... 35.9 34.3 494.1 458.6 15,406 14,729 1,906 196,690 
MD 2ebcc cbanoundeeeas 2.7 3.6 70 70.9 1,834 2,418 47,987 48,180 
COHORT cevcccwwrcsecsccces 38.0 15.0 202.0 226.0 6,916 7 .764 41,132 
Cosmopolitan ............... 34.5 45.3 425.7 491.0 14,799 19,424 182,369 210,407 
*Eagle Magazine ............ 5.2 5.9 74.2 63.5 2,165 2,485 31,640 26,714 
Ss wigs, Ce ee Eee 77.5 62.5 718.5 618.5 52,793 42,500 488,813 420,410 
Sikhs Magazine .....0ccse0s 8.9 10.7 137.9 118.6 8 4,593 59,336 
ab SCE 160.7 170.1 801.0 877.5 109,343 115,675 544,654 596,758 
ar ere 24.2 27.0 251.5 268.8 16,66 8,582 173,047 184 
Ne eee reer 469.9 56.0 312.7 403.3 20,035 23,953 133,711 172,760 
*Grade Teacher ............. 17.3 23.7 378.8 333.4 : Y 167,103 147,005 
Harper's Magazine .......... 21.1 29.6 228.6 224.6 8,835 12,418 95,732 94,112 
. Bearer 109.4 112.1 $19.6 814.5 74,343 190 556,976 553,527 
t*Improvement Era .......... 32.0 33.8 9.0 359.5 13,449 14,512 155,069 154,270 
ENE pers ctcossccces 16.6 18.8 310.6 271.5 11,345 12,825 212,553 185,767 
*Motor Boating ............. 61.8 ~ 54.4 3 897.8 36,333 31,973 568,130 527,879 
National Geographic ......... 39.6 37.5 473.8 442.3 9,401 8,925 112,655 105,206 
— Sarre 27.7 33.4 340.3 314.9 18,805 22,679 231,434 213,967 
*Promenade .....ecsecsecees 31.4 31.7 274.4 282.9 13,478 13,585 117,561 121,336 
Redbook Magazine .......... 14.8 19.7 252.5 280.0 6,329 8,431 108,266 120,050 
. . are 10.9 10.8 128.1 89.6 4,558 4,556 53,835 38,075 
i eee 14.6 13.5 73.5 69.5 9,821 9,044 49,404 46,672 
| EP rar 10.3 pe | 110.4 87.2 4,425 3,280 47,417 37,353 
own & Country .......00:0. 80.4 76.0 903.0 931.7 53,987 51,072 606,334 625,775 
TUR cecccesecccccersccces 47.2 53.1 399.6 405.5 20,254 22,768 171,566 173,961 
CHEE. eda oe sevcssccuas 66. 55.4 974.9 877.9 39,220 32,575 572,242 516,405 
Total Group .......ceseee 1,157.1 1,170.9 12,124.7 11,874.3 623,279 633,460 6,375,329 6,235,723 
§Not published in July or August. tLarger page size (429 lines) in 1951. {November-December issues combined. #Not included 
in totals. |||No January 1952 issue. 
Home 
a. ee eereee 32.3 40.1 705.9 748.0 20,352 25,341 445,765 472,494 
Better Homes & Gardens ...... 102.9 111.9 1,616.2 1,724.9 64,965 70,689 1,020,884 1,089,911 
*Plower Grower ..ccccccccces 21.1 21.4 553.6 447.3 8,863 8,974 232,881 187,811 
House Beautiful ............ 120.0 127.7. 1,470.7. 1,410.1 75,764 80,666 928,783 
House & Garden ............ 90.0 95.5 1,132.1 1,164.0 56,783 60,288 714,762 734,880 
ae rrr Sed esesecsewes 39.0 45.0 713.3 540.6 24,596 28,449 450,649 341,340 
Seest TAGMING 2. cc cc scces 90.5 76.3 1,216.3 1,045.8 37,991 32,045 510,261 439,212 
ME NN ob nes scessenes 495.8 517.9 7,408.1 7,080.7 289,314 306,443 4,303,985 “4,156,252 
Fashion 
RE Seer Tre Tree 48.6 56.6 953.1 962.8 20,803 24,291 408,925 413,217 
eer 58.0 67.2 1,033.8 1,186.1 24,888 28,834 443,504 508,739 
Sk are 84.0 89.2 1,274.1 1,367.4 53,105 56,356 805,056 864,089 
SEE 6.4 Vas ob46600%% 50.7 57.6 1,100.7 1,189.1 21,763 24,707 472,296 510,478 
eae r 103.3 113.6 1,691.7 1,955.7 65,304 71,740 1,068,947 1,208,152 
. fpr 344.6 384.2 6,053.4 6,661.1 185,863 205,928 3,198,728 3,504,675 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances......... 29.4 25.7 403.2 408.9 12,583 1,040 172,797 175,290 
Modern Screen ........... 28.5 31.1 427.7 422.4 12,210 13,357 183,531 181,124 
eee 21.6 23.5 350.9 363.9 9,276 10,080 150,515 156,002 
Fawcett True Confessions—Motion Picture: 
Motion Picture ........... 25.9 24.0 353.2 311.2 11,106 10,315 151,614 133,602 
True Confessions .......... 31.1 29.4 412.0 444.9 13,339 12,608 176,744 190,956 
Hillman Women's Group ... 8.1 9.7 135.5 139.7 3,494 4,173 58,291 60,221 
Hillman Romance Group ..... 48 7.3 62.6 85.7 ,050 3,106 26,926 36,777 
Ideal Women's Group: 
Intimate Romances ....... 18.8 23.8 271.4 286.4 8,080 6,496 116,651 119,130 
DE OED aupbieesesesase 15.3 14.9 240.6 236.4 6,588 2,640 103,440 97,654 
Movie Stars Parade ....... 15.3 14.9 240.4 236.4 6,581 2,654 103,357 97,695 
Personal Romances ........ 16.6 9.5 255.8 184.5 7,160 6,708 110,020 $1,796 
#§*Quality Romance Group:.. 6.0 3.0 0 12.0 2,268 1,134 7,388 4, 
Screenland Unit ............ 22.9 21.1 299.3 314.6 9,835 9,040 128,550 135,060 
*Secrets Romance Group: 
Revealing Romances....... 13.8 13.0 167.1 164.1 5,939 5,577 72,132 70,326 
Secrets ee ab ait Pees 17.0 18.4 223.9 248.0 7,305 7,900 96,365 106,545 
True Story Women's Group: 
,... ease 29.2 34.5 416.0 452.0 12,509 14,792 178,268 193,805 
Radio-TV Mirror ......... 17.1 22.9 278.9 302.1 7,321 9,799 119,482 129,483 
True Experience ......... 18.7 23.6 300.0 311.4 8,005 10,108 128,605 133,516 
True Love Stories ........ 18.7 24.5 297.3 316.7 8,008 10,514 127,479 135,431 
eee 18.7 23.0 303.9 327.9 8,031 9,857 130,310 140,699 
ee OEP er 42.9 48.3 594.5 633.9 18,375 20,710 254,813 271,727 
:. ... SPPeeerrery. 414.4 443.1 6,034.2 6,191.9 177,795 181,474 2,589,890 2,646,839 
#Not included in totals. §Started publication in August 1951; not published in May or November. 


NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all 


group as a whole PLUS additional advertising carried by each individual publication. 


Business 
tBusiness Week .......... 355.6 437.6 5,501.9 4,834.9 149,215 
ES pbcssscccsace 60.9 47. 788.0 572.3 25,537 
*Financial World .......... 23.3 19.5 490.0 392.8 9, 
PU Acbiereaey case cesses 29.6 24.3 419.3 388.3 12,434 
DD deci ca keeseaad beews 145.3 1428 1,589.8 1,436.8 91,798 
Modern Industry ........... 89.3 98.5 1,213.5 1,093.1 54,978 
Nation’s Business .......... 26.7 25.0 408.9 348.7 11,399 
WOE WUE. o0secsesecses 94.7 10.4114 9,066.9 355,161 


730.7 794, 
{Four issues in December 1952; five issues in December 1951. 


advertising carried by the 


2,309,157 2,029,104 

639 239,987 

205,804 164,956 

175,929 162,915 
908 


026 
747,362 673,211 
175,060 149,320 


4,948,673 4,327,519 


Dec. Dec Year Year Dec. Dec Year Year 
1952 1951 1952 1951 1952 1 1952 1951 
Youth =a 
Ameri Es ce Rea times be ! 14.9 262.0 1 646 6,418 112,463 92, 
Bos’ Life He a ES ae is 19.7 236.0 194.8 14,835 13,416 160,703 132, 
a SR 9.8 19.6 35.9 51.9 4,218 8,418 5,394 22,267 
oe ae 9.1 8.6 88.9 95.5 885 3,700 38,119 40, . 
*Scholastic Magazines ....... 18.1 18.4 277.7 279.5 7,589 7,727 116,551 117,31 
. &.. eee eeere 74.3 81.2 900.5 841.8 37,173 39,679 443,230 405,828 
iu 


“Not published in July or August. °Not p blished in August. eNot published in June, July and August. 


Outdoor & Sports 


*American Rifleman ........ 60.3 56.5 675.9 593.7 25,861 24,253 289,994 254,710 
faa 6 teen... be ee es 48.2 44.9 665.6 664.9 9,282 285,642 285,280 
*Fur-Fish-Game ........... 17.3 19.3 8 230.1 7,419 8,263 98,990 98.5 o 
t*Hunting & Fishing ....... 18.9 21.7 315.9 319.1 8,107 9,322 135,617 136,84 
eee. LO i ieaaacs + kaes 453 41.1 652.7 635.1 19,449 17,629 280,032 272,519 
*Qutdoor Sportsman ........ 13.0 9.4 146.6 137.8 5.577 4,014 984 se? 
Sports Afield ............. 35.0 38.4 587.9 594.0 _ 15,019 16, 252,205 54, 
Voted Greee: cc. a asc dan 238.0 231.3 3,275.4 3,174.7 102,098 99,247. 1,405,464 1,361,652 
{Combined with Outdoorsman in February 1951; no January 1951 issue. 
Science & Mechanics sa 
ix Illustrated ........ 74.0 78.5 7.9 828.3 17,585 20 
oe eae absent’ 1248 124.7 1,778.7 1,547.7 27.951 27,923 400,677 346 673 
Popular Science ............ 120.4 130.8 1,503.5 1,432.3 26 29,307 336,785 320 0 
t*Science & Mechanics ...... 88.5 67.5 488 19,815 15,133 109,236 85,8 
Ck eee? 407.7 4015 46681 4191.1 91,202 80,948 1,047,838 938,885 


tDecember 1952-January 1953 issues combined. 


Magazine Linage Trend. figures in thousands 


1952 
DEC.| 1.147 


Nov.| 1,543 
195) 


occ [ZT a 


Detective & Fiction 


1 Men's Group ........... 16.9 23.4 230.8 227.5 7,282 10,184 99,310 97,970 
| oe F ietion’ Group year 15.2 15.7 168.3 189.7 3,400 3,506 37,653 42,459 
#t*Sport Men's Group 51.8 27.0 459.2 312.7 22,212 11,564 196,997 134.150 
*Thrilling Fiction Group ..... 12.0 13.0 144.5 137.7 2,691 2,912 32,365 30,822 

Total Group .. 44 543 554.9 13,373 16,602 169,328 171,251 


Se ee 1 6 ; 
#Not included in totals. tOnly three publications in group prior to September 1952, when Master Detective was added. 
Group was not published in January 1952. 


Farm 

<8... Bere 38.7 51.5 612.5 594.0 26,386 35,064 417,093 404,223 
pn (ies pepeabe ts 66.0 86.7 1,013.2 1,149.3 44,878 58,996 689,127 782,130 
i eee 68.2 89.5 1,094.7 1,100.7 29,202 38,366 469,184 471,876 

thi 

gi tt - saree ‘ ea raed 27.3 36.3 408.4 436.8 18,541 24,760 277,548 297,087 
{Progressive Farmer ........ 80.0 81.7 1,110.3 979.2 54,349 55,533 754,903 665,862 
Successful Farming ......... 62.8 89.0 1,090.4 1,137.6 28,261 40,038 490,495 511,790 


» . - 
—) 


Total Group ..........-.. 343.0 @34.7 5,329.5 5,397.6 201,617 252,757 3,098,350 3,132,968 
{See note at end of linage tabulation. 
Newspaper Sections (I) 


pasate eee meta es 
sme ea “Weekly “Ty : 7 . "33. o : 30.9 455 3 526.6 28,022 30,858 407,327 524,928 


ero ty cand 297 28.7 4614 457.8 25.192 24,375 391,478 388.670 
Tale Weel Magazine ........ 510 43.7 775.9 £7412 °&#«43,330 37,198 658,904 580,819 
Total Group ...... 113.7 1033 1.6926 1.7256 06,544 92431 1,457,709 1,494,417 


tFour issues in December 1952; five issues in December 1951. §Changed from 1,000-line page to 850-line page on May 
11, 1952. 


Newspaper Sections (II) 


h ctions and comics) 
ore ba cote Gree. ove 26.1 22.5 315.7 31L.9 26,125 22,450 315,150 311,301 
tN. Y. Herald Tribune- 


‘SS errr 26.5 32.4 357.6 427.2 22,495 27,505 303,632 362,561 
ti iNew Were Mirror Magazine 19.4 28.1 466.4 482.2 19,055 28,070 460,910 481,550 
+New York Times Magazine... 113.7 150.9 1,865.7 1,842.2 96,666 128,240 1,585,942 1,565,867 
+tPuck—The Comic Weekly .... 15.3 15.7 163.1 180.6 29,249 29,894 311,861 345,626 


q. preteens 010 2496 31685 3,244.1 193,590 236,159 2,977,495 3,066,905 
PP ony Bey December 1952; five issues in December 1951. ||\Changed from 1,000-line page to 980-line page in June 1952. 


All figures in the following groups were compiled by Advertising Age 
Comics Magazines 


:ttAmerican Comics Group: 


We - evacuees 0.0 9.5 48.5 56.3 3,780 3,591 18,333 21,294 
Gent A ' F en rer ee 38 5.5 21.0 28.0 1,323 2,079 7,938 10,584 
ee OP. pstndeedas 0 veanve 6.5 4.0 27.5 28.3 2,457 1,512 10,395 10,710 
i#Archie Comic Group ....... 5.0 9.5 43.5 43.5 1,890 3,591 16,485 16,436 
Fawcett Comics Group ....... 1.0 6.0 28.5 52.3 378 10,773 19.775 
\tHarvey Comics Group ..... 65 5.5 42.0 35.7 2,457 2.079 15,876 13,513 
Lev Gleason Comics ......... 7.3 7.3 87,3 123.8 2,772 2,772 33,264 46,794 
‘#Marvel Comic Group: 
i 30.0 30.0 180.0 189.0 11,439 11,430 68,580 71,820 
Aa Unit ad 10.0 10.0 60.0 63.0 3,81 3,810 22,860 23,940 
Blue Unit ...... ; 10.0 10.0 60.0 63.0 3,810 3,810 22,860 23,940 
8” eee 10.0 10.0 60.0 63.0 3,810 3,810 22,860 23,940 
National Comics Group: , 
nits 10.2 20.7 120.7 146.8 3,849 7,812 45,554 55,446 
pM ry Git ‘ : er 5.6 11.3 63.8 78.2 2,114 4,284 23,996 29.613 
#Blue Unit odenae 46 9.3 57.4 68.2 1,736 3,528 21,569 25,833 
Quality Comic Group ........ 6.0 3.5 58.0 39.4 2,268 1,323 21,924 14,751 
‘2Standard Comics Group ... 4.0 45 27.7 42.3 1,512 1,701 10,442 16,002 
Total Group .. 24.5 37.5 294.5 362.3 9,267 14,175 111,515 136,766 


‘November-December issues combined. #Not included in totals. 


Canadian National Weekend Newspapers (Rotogravure Linage) 


freee reer +é 41. 49.5 621.7 618.6 41,562 49,538 621,599 618,605 
rs — paepib eens «Bi 36.3 50.4 603.4 637.9 36,324 50,449 603,481 638,010 
Satay WEY on scccascovess 40.5 60.5 840.3 $98.0 38,479 57,459 798,490 $53,276 
2¢§Weekend Picture Magazine . 3 54.5 760.8 319.0 43,163 53,185 750,499 310,909 
 - . weer oo ee 118.4 1604 2,0654 1,154.5 116,365 157,446 2,023,570 2,109,891 
osen wus t December 1952; five issues in December 1951. #Not included in totals. §Started publication on Sept.11, 1951. 
Canadian 
Canadian Home Journal ..... 31.9 40.0 485.1 554.0 21,686 27,202 330,237 376,746 
Canadian Homes & Gardens ... 41.6 55.2 $42.9 605.5 28,302 37,563 369,173 411,593 
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Age, January 19, 1953 


. “REE Bs P. Lines— Pages iL ines. 
Dec. Dee. ear Year Dec. Dec. Year Year Year Year Dec. Dec. Year Year 
19521951 1952 1951 1952 1951 1952 1951 1952 11951 1952 1951 1952 1951 1952 1951 
ON ater sencccsvess 35.7 398 495.0 5525 24245 27,065 336,554 375,730 French (Provincial) ....... 95.0 98.0 872.0 847.0 16625 17,150 630 48,225 
Maclean's .........-++..0++. 671 8667.7 867172 8 =—765.6 = 45,624 = 46,063 = 509,058 ,780 | French (Paris) .......... 96.0 98.0 877.0 843.0 16800 17,150 153,375 147,525 
Mayfair ..... Srrrereerere 60.7 676 633.7 6649 41,246 45,959 435,570 452.137 French (Swiss) ......6.. 32.0 320 3200 335.0 5,600 5,600 500 58,625 
Reader's Digest: German (Germany) ...... 80.0 720 7060 431.0 14560 23,104 , 78,442 
English Edition .......... 810 67.5 932.0 846.0 742 = 12,285 624 151,964 German (Swiss) ........ 28.0 36.0 299.0 329.0 5,096 6,552 53,418 59,878 
Frencn Edition .......... 75.5 705 949.0 860.0 13,741 12.831 3264 156, SE eee ieahavecnstaes 73.0 510 535.0 4785 12,556 8,772 92,010 82,288 
Revue Moderne ............ 25.0 28.0 3045 3423 17,017 19,027 207.115 232786 SE 6c sacs odiemnse 3220 —— 57.0 — 5,824 — 10,374 ame 
Revue Populaire ............ 261 30.6 340.3 380.0 253 407 = 6238122 265,678 | ‘Japanese ..........-+--- 36.5 27.0 403.0 241.5 6,132 4,536 .704 40,572 
esi sw’ ane ab 33.3 33.7 357.3 422.9 3,298 23,619 250,124 295.877 (genet 330 41.0 3055 3115 6,006 7,462 55,601 56,693 
Saturday Wight ............ 841 1005 9941 1.0201 57,193 68317 675. 693,607 Latin American (English) 100 110 #1120 él. 1,230 984 13,776 7,197 
Time-Canadian ............. 160.2 144.0 1,791.1 1,717.5 67,270 60,480 752570 721/490 pape eape geen 975 875 9080 765.5 17,745 18,925 163,247 138.691 
err 722.2 745.1 8542.2 9,094.1 372,617 y New Zealand ............ 27.0 32.0 310.0 246.0 914 , , , 
_ TS A ASS OEE fevidsicceccsicn 14.0 14.0 187.0 180.5 2,380 2,380 31,790 30,682 
Foreign SS eeeeeta 102.0 97.0 1.0265 8795 17.850 16975 179,986 153,914 
g South African 71.0 760 (732.0 668.0 12,709 13,604 132128 119,552 
Life International ........... 815 66.3 695.2 557.6 55,420 45,050 472,770 379,015 Southern Hemisphere ...... 570 565 606.0 533.0 10,734 10,283 101,821 97,006 
Newsweek-European ........ 470 360 4358 4335 19,740 15,120 183,030 182,068 SE  whabasibh<s 2600s 510 465 564.0 408.0 . 8,649 100,849 87,205 
Newsweek-Pacific .......... 1218 94.0 11728 919.3 51,170 480 492,640 386,100 | Time-Atlantic .............. 72.0 70.2 9040 7169 30,240 29,470 379,750 301,140 
Reader's Digest: Time-Latin America ......... 94.2 95.7 1,116.7 1,0345 39,550 40,180 469,070 434,770 
Argentine... 26... ecco 400 765 515.5 5 7,280 923 93,821 164,711 | Time-Pacific ............... 69.4 505 706.3 545.3 29.155 21,210 590 229, 
— bes meeneseenees py 50.0 = 474.0 ed 9,100 vo 86, CE basddnnedevecessess 410 243 4716 2805 ,220 0,220 197,900 116,620 
.,. rrr rrrr sf. je — le —— A _—_ . ——_ ~~ oEen A 
Og pdgithbbag ey a 70 610 7275 5065 "206 «(133460 «138,315 Ty See 1,850.4 1,771.0 18,7114 1657.1 478,493 436,735 4,867,518 4,149,363 
SE abv decseccenue 88.5 95.5 952.0 803.5 16,107 17,381 173,264 157,703 | #Not included in totals. ¢Started publication in November 1952. {Started publication in October 1952. 
eae 37.5 33.5 378.0 240.5 6,375 2,345 527 NOTE: All sectional advertising of Everywoman’s, Family Circle, Woman's Day, Farm & Ranch—Southern Agriculturist and 
Flamigh ness sesessevuss 9.0 10.0 75.0 82.0 1,674 1,860 54,247 15,190 | Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the particular 
French (Belgium) ........ 69.0 80.0 651.0 638.0 075 14,000 113,895 111,650 | edition carrying the advertisement to the total circulation of the magazine. For example, if a page advertisement appears in 
French (Intercontinental) 49.0 52.0 505.0 461.0 8,575 9,100 88,375 100,100 | an edition representing 15% of the total circulation of the magazine, it is counted in the totals as .15 pages. 


Joins Douglas Furniture 


Jack W. Thompson, formerly in 


Osborne Joins Adam F. Eby 
E. Alfred Osborne Jr., formerly 


merchandising with Armour & Co.,| public relations director of the 
Chicago, has been named advertis-| Press, Binghamton, N. Y., has been 
ing director of Douglas Furniture | appointed p.r. manager for Adam 


Corp., Chicago. 


F. Eby, Buffalo agency. 


Competition ZERO! 


& when you use Taxiposter advertising. — 
_ Your colorful, eye-catching poster — 
_ and it alone — rides on the back of — 


the cabs in 121 leading a 


¥ Pedestrians, motorists, bus riders : 


136 So. Fourth Ave. 


remember Taxiposters. 
WRITE TODAY for rates 
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¢ Louisville 2, Kentucky 


test market for 


Want to put food advertising to the 
test? Roanoke is your ideal test 
market! 

Roanoke has geographic isolation 
and there is no penetration from 
outside newspapers . . . two key 
factors assuring dependable test 
results. 

More than that, Roanoke offers the 
powerful new Market Development 
Plan—directed to the food stores 
and wholesalers who make more 
than 70% of the sales in this 
compact, self-contained, 16-county 
trading area. 

With the new Roanoke plan work- 
ing for you... . and in advance of 
you... retailers are kept abreast 
of your advertising, and you obtain 
important dealer tie-ins . . . better 
cooperation with your entire 
campaign. 


oe Get the facts on the 
ROANOKE MARKET 
DEVELOPMENT PLAN... 
new booklet 
“ "LOOK WHO'S 
BEHIND YOU" 
and you'll see 
why. FREE, of - 
coursel Write — 
pry el 


ROANOKE; 


TIMES AND WORLD-NEWS 
ROANOKE VIRGINIA 


SAWYER * FERGUSON * WALKER CO. 
National Representatives 


bs 
ig 


Advertising in the Test Stage 


Howard Stores Will 
Test TV Medium in 
Detroit and Philly 


New York, Jan. 15—Howard 
Stores Corp. will spend $75,000 
this spring in two markets to test 
its radio-television theories. 

Test cities are Detroit and Phila- 
delphia. They will be saturated 
with spots—10 to 15 a day per 
station—starting in March and 
continuing through the spring sell- 
ing season. This experiment will 
determine the clothing § chain’s 
broadcasting plans for fall. 

“We selected Philadelphia and 
Detroit for a special reason,” Mar- 
tin S. Wiener, director of adver- 
tising and sales promotion for 
Howard, explained. 

“In Philadelphia we are well es- 
tablished with seven stores. There 
we will see what a spet saturation 
campaign can do to supplement 
their volume. In Detroit the situa- 
tion is entirely different; three of 
our four stores are new. We want 
to find out what radio and TV can 
do to help them build.” 


s Howard, which has 61 stores 
in 21 cities, dropped out of radio 
a couple of years ago. The com- 
pany then transferred its attention 
to TV programs, the last of which 
ended in mid-1952. 

Dowd, Redfield & Johnstone has 
been appointed to handle the com- 
ing announcement drive; 60-sec- 
ond, 30-second and 20-second spots 
will be used. The rest of the men’s 
clothing company’s advertising will 
continue to be placed direct. There 
will be no change in the newspaper 
and direct mail campaign. Peck 
Advertising Agency handled this 
account until last July. 

“We have two principal objec- 
tives in our saturation spot selling 
test,” Mr. Wiener told ApDvERTIs- 
ING AGE. “We will use these two 
cities as a sounding board to find 
out if this is the best way to reach 
the men’s wear specialty market. 
Secondly, we expect to find out 
something of the relative strength 
of radio versus television.” 


‘REAL ITALIAN SAUCE’ 
FOR SPAGHETTI TESTED 


PHILADELPHIA, Jan. 14—Spatini 
Co. tomorrow begins advertising 
a new dry mixture, Spatini, which 
enables a housewife to prepare a 
“real Italian spaghetti tomato 
sauce” in ten minutes. 

The company has been market 
testing Spatini in the Food Fair 
Stores here for several months. An 
advertising test opens Thursday in 
the Philadelphia Bulletin and In- 
quirer and on TV stations, with 
spots continuing for a month. 

This test will determine the 
form advertising will take and 
what distribution will be made 
elsewhere. Tentatively, Spatini is 
scheduled to move into New Eng- 
land and the South. 


s The product contains proteins, 


enzymes, seasonings, vegetables 
and herbs concocted by a local 


amateur chef specializing in Ital- 
ian foods. Each two-ounce box 
contains three polyethelene-coated 
envelopes. Each of the three por- 
tions, mixed with tomato paste 
and water, makes a sauce in ten 
minutes. 

Gresh & Kramer is the agency 
for Spatini Co., whose offices are 
at 47th and Brown Sts. here. 


PAN-AM BOOSTS HOPS 

New York, Jan. 13—Pan-Amer- 
ican Airways is promoting off- 
season air travel in “trial flights” 
from Cleveland. If the six weeks’ 
promotion is successful, the cam- 
paign will be duplicated in other 
key cities. 

Radio, television, newspapers, 
tie-ins and direct mail are being 
used. A two-week all-expense tour 
of France, Belgium, the Nether- 
lands and Britain costs $622; a 
three-week tour of France, Bri- 
tain, Italy and Switzerland costs 
$868. 


Schoonover Joins Metro 

Raymond Schoonover, formerly 
with the promotion department of 
the New York Herald Tribune, has 
joined the promotion staff of Met- 
ropolitan Sunday Newspapers Inc., 
sales organization for 27 locally- 
edited Sunday picture magazines 
and 43 Sunday comics. 


WSB-TV to Double Power 


WSB-TV, owned by the Atlanta 
Journal and Constitution, has been 
granted permission by the Federal 
Communications Commission to 
double its radiated power from the 
aa 50,000 watts to 100,000 
watts. 


Joins Caldwell-Clements 
Caldwell-Clements Inc., New 
York publisher of Tele-Tech and 
Television Retailing, has appointed 
Harold Prince sales promotion 
manager. Mr. Prince formerly was 
an account executive with G. M. 
Basford Co., New York agency. 


Quarterly Adds Section 

American Fabrics, quarterly 
magazine published by Reporter 
Publications, New York, will add 
a special section dealing with 
American textiles for industry be- 
ginning in April. 


Rosott Named Director 

Arnold Z. Rosoff, president of 
Arnold & Co., Boston, has been 
elected regional director of the 
northeastern states area of the Na- 
tional Federation of Advertising 
Agencies. 


MAKE PROMOTIONS 
MORE EFFECTIVE 


Promotions to sales people, to em- 
ployees, to prospects are more effect- 
ive when enhanced with attractive 
art and design. A limited art budget 
doesn’t limit your art possibilities, 


CLIPPER 


ART SERVICE 
NEW IDEAS MONTHLY 


Every monthly issue can supply you 

with art and inspire you with ideas 

for all kinds of promotions. The 

cost—$15.00 per month—is so nom- 

inal that it fits, even the very 

limited art budget. P 
() 0 


Writ FOR FREE SAMPLES 
MULTI-AD SERVICES, INC. 


105 Walnut St. + Peoria, Illinois 
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This 


interest 


IS 
HNTHUSIASM! 


Yhe 
AMERICANWEE KLY 
creates NTHUS [ASM 


One advertiser reports: “Our promotion, backed up with advertising 


in The American Weekly, was the greatest event in our history!” 


* Enthusiasm is interest raised to a buying pitch! 
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In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


ADVERTISING Orrices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
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Feature Section 


Advertising Age 


It's Back to the Hills—Bloomfield- 
for MacManus, Johné& Adams 


ACREAGE—A view of the new building designed for Mac- 
Manus, John & Adams, at Woodward and Long Lake Rd. in 
Bloomfield Hills, Mich., 23 miles from downtown Detroit. 
Trees and ornamental shrubs will be added. 


PRESIDENT’S OFFICE—John R. Adams, president of MacManus, 
John & Adams, at his desk in the agency’s new building. All 
interior trim in the building is white birch, and acoustic 


plaster is used on all ceilings. 


ENTRANCE—The main lobby and sub lobby feature modern 
furniture, fixtures and lighting. The floor and stairs are 
Vermont slate. In the wall over the receptionist’s head are 
two small blocks of limestone from the old White House, 


which will be suitably marked later on. 


Was th 


MacManus, John & Adams, a fixture of 
the Fisher Bldg. in downtown Detroit for 
many years, is settling down in its own 
specifically designed building in suburban 
Bloomfield Hills, where problems of ex- 
pansion have been settled for many years 
to come. 


# When space limitations in the down- 
town quarters made a change imperative, 
several sites in and around Detroit were 
considered, and then one day in 1949, 
James R. Adams, president of the agen- 
cy, suggested the present location. A 
quick study showed that virtually all of 
the company’s principals would find the 
site more convenient; that 65% of all 
personnel lived north of the Six Mile 
Rd. or in northwest Detroit; and that the 
location would put the agency closer to 
the geographical center of its clients. 

So MacManus John & Adams acquired 
about 19 acres—four of which are oc- 
cupied by the building and grounds. 

The building is an open V-shaped steel 
and masonry structure, containing 33,- 
000 sq. ft. of floor space, with reception 
lobbies at the point of the V. 


w The east-west section (240 ft. long and 
33 ft. wide), which is termed “A” Bldg., 
houses, on the middle level floor, the 
executives, writers and artists who serv- 
ice automotive accounts. The top floor of 
this wing accommodates personnel han- 
dling the rest of the accounts, and on the 
ground level are production, highway 
bulletin and motion picture departments. 
All non-creative activities are housed in 
the south wing, called “B” Bldg. On the 
first floor are media, research, billing and 
accounting departments. The floor below 
houses cost, addressograph and mailing 
departments and the coffee bar. 

The interior layout features special 
groupings whereby account executives, 
copywriters, artists and others associated 
with an account or group of accounts are 
located in close proximity for maximum 
efficiency of operation. There are two 
conference rooms, completely equipped 
with radio, television, recording and film 
projection equipment; expanded research, 
production and art facilities, including 
north studios for artists, a lounge and 
coffee bar, which accommodates 40 peo- 
ple at one time. 


® Decor is modern throughout, featuring 
blonde woods, paste! shades and indirect 
lighting. 

Suppliers to the agency, including print- 
ing, lithographing and similar firms, have 
arranged with a Detroit delivery service 
for four round trips a day between Bloom- 
field Hills and a central warehouse. Ma- 
terial for the agency is delivered by the 
suppliers’ own trucks to the warehouse 
for trans-shipment, and material from 
the agency is brought by the delivery 
service to the warehouse for pick-up by 
the suppliers. 


‘Why’ Needed?, Asks Woolf 
C. M., too, Wants Facts 


Production Man Lists Basic Books 


Fact Book for Communicators 


ANOTHER ViEW—Here’s the way the building looks from an- 
other angle, showing the different levels. The agency was 
formerly located in the Fisher Bldg., Detroit, where it main- 
tains a service office. 


CONFAB—Mr. Adams (at head of table) confers with mem- 
bers of the group assigned to the Cadillac account. Behind 
Mr. Adamis is television, motion picture and recording equip- 
ment. This room can be separated into two conference rooms 
when desired. 


“ * 


LIGHT AND AirY—The cost and billing departments share this 
large light room with a wall of windows overlooking the 
countryside. The furniture here is functional modern. 
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Mail Order and Direct Mail Clinic... 


Questions and Answers 


By Whitt Northmore Schultz 

Several questions on mail order sell- 
ing have come to this column recently 
from AA readers and I'd like to answer 
them this week. 

Q. How long do you keep a customer on 
your mailing list? 

A. Until he buys again and again, or 
until he dies. 

Q. Do most people who receive direct 
mail throw it away? 

A. Yes—particularly if there’s not 
sound and intelligent planning behind 
the promotion. If, however, your mailing 
is selective, featuring products or services 
you know proved ‘mail order buyers pre- 
fer, your orders may be good. But, the 
percentage of orders may not be high— 
5%, for example, or 50 orders per 1,000 
mailing, a mighty good percentage, inci- 
dentally. Although this is not a high per- 
centage, it may be adequate to defray 
printing, postage, merchandise and over- 
head costs. Trick is to mail only to proved 
mail order shoppers, interested in your 
kind of merchandise. 


s Q. Is it sometimes expedient to use two 
different company names in mail order 
selling? 

A. Yes, for you can frequently test a 
product under a subsidiary name. Should 
the test prove successful, the parent com- 
pany can give the product full promo- 
tion through established channels, none 
of which has been used, or disturbed dur- 
ing the test. And, we’ve found different 
company names have different appeals for 
different individuals. 

Q. How do we maintain our customer 
mailing list? 

A. My company, Northmore’s, uses 
sturdy Addressograph plates (some of my 
colleagues find Elliott stencils just as sat- 
isfactory.) Our plates are tabbed in such 
a manner as to designate sex of buyer, 
product purchased and when purchased. 
Plates are filed daily alphabetically and 
geographically by states and principal 
cities. Military names are not maintained 
on plates. Customers living in foreign 
lands are kept in separate files. 

Q. Do satisfied customers serve as a 
foundation for the building of new cus- 
tomers in mail order selling, too? 

A. Yes. Definitely. A satisfied mail 
order buyer is usually a walking, vocal 
advertisement for you. Such a buyer also 
helps the mail order industry in general, 
establishing confidence in other people’s 


Employe Communications... 


minds. Usually a satisfied buyer praises 
you to his friends. They send for your 
literature. And, if you handle their re- 
quests promptly and diligently, they can 
cften be turned into re-ordering custom- 
ers—the kind needed by every mail order 
firm. 

Q. Are personalized items usually good 
mail order sellers? 

A. Yes, our experience shows they are. 
Often if you personalize a standard prod- 
uct you’ve been selling with success, 
sales will jump on that product. We had 
a product, for example, that we per- 
sonalized after promoting it for two years 
just plain. Sales increased at once. Total 
sales on that personalized product, in just 
two years, are double what they were on 
the same item sold plain for four years. 


® Q. Is the mail order field overcrowded? 

A. No, not with highly-rated firms sell- 
ing top quality merchandise, backed with 
u 100% guarantee. But, yes, the mail or- 
der field is overcrowded with poor firms, 
fly-by-nights, get-rich-quick robbers in- 
terested in making a quick kill selling in- 
ferior, unguaranteed merchandise. It is 
these firms which seriously hurt the mail 
order industry. 

Q. Can a strictly mail-order-to-consum- 
er-firm successfully sell wholesale at the 
same time to jobbers and retailers? 

A. Yes. It’s being done every day. Oft- 
en strictly mail order ads create healthy 
retailer demand. Most buyers, we’ve 
found, go to their favorite store after 
seeing a mail order advertised item they 
like. Their request for the product at 
the store sparks the store buyer’s in- 
terest. If many such requests are re- 
ceived, the buyer will order direct from 
you. And, if you manufacture, control or 
job the item, you’ve picked up a new 
sale and a new customer. Yes, the profit 
will be shorter, but you’ll win a possible 
volume buyer, whose buying will not, in 
most cases, hurt mail order sales. On the 
other hand, if you make your mail order 
advertised product available at most ev- 
ery retail outlet, your mail sales to con- 
sumers will fall. 

Q. How many items must you have to 
sell successfully by mail? 

A. That depends on the line you’re in, 
of course. I know firms which are doing 
well selling just one item by mail. Gen- 
erally speaking, however, the broader 
your product or service line is, the more 
chance you have for a sale. 


Fact Book for the Communicator 


By Robert Newcomb and Marg Sammons 

The year is 1953, and the air is heavy 
with resolutions and with the thunder of 
their breakage. For the individual in the 
field of employe and public relations, 
these are hopeful times. To make them 
productive times, it might be well to 
record a few of the essential truths of 
communication, and to invite those in the 
business of communication to resolve to 
respect them. Here they are: 


s 1. If you plan to sell free enterprise at 
the plant level, you've got just as much 
sales resistance as you ever had, and you 
may have more. In plants there are many 
who voted for the other candidate, and 
have a “Show me” attitude right now. 

2. There is a lot of talk about the 
humble pie the unions are prepared to 
eat. Forget it. If anyone thinks the unions 


are going to relinquish what they call 
their rights and privileges, he is dancing 
in the dark. If management uses its head, 
it will regard now as the proper time to 
invite labor to meet harmoniously at the 
table, to lay the groundwork for smoother 
bargaining later on. 

3. Remember what the campaign pledges 
were. Communicators in plants have been 
hinting broadly at reductions in taxes 
and at lowering of consumer prices. 
Some workers in plants voted for a 
change in government for those reasons. 
If these changes don’t come, and if they 
don’t come reasonably soon, you'd better 
be prepared to tell the people why. It 
might even be wise now, in editorials and 
other company messages, to suggest that 
the millenium that was promised 'way 
back last fall may be a little time in ar- 
riving. 


Advertising Age, January 19, 1953 
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life into glass and tile?” 


lives to get us there. 


These men-have built a ship... 


(hiatal ae 
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| Will She Get Us There? 


“What gives a ship that thing called personality?” this Italian Line adver- 
tisement inquires of us. “From where cofne those qualities of warmth and 
friendliness? How do you take the coldness out of steel? How do you breathe 


Well, if the Italian Line is at all interested, we not only don’t know but don’t 
care. And if the Italian Line hasn’t learned the answers to these questions by 
this time, it is our opinion it had better address itself to someone a lot more 
qualified than we are. Cunard, for instance. Or the Holland-America Line. 

As a matter of fact, we remember when the Mary was being built. The ads 
we read indicated it was quite an undertaking. If we can believe what we 
read and see in this Italian Line ad, the new Andrea Doria was built by nine 
men—not one of whom appears to be a shipwright. ‘Every mural,” the ad tells 
us, “every tapestry, every rug and chair. . 
every glowing tile is the work of craftsmen.” This, it strikes us, is all very 
well and good, but all these things we can appreciate and enjoy on dry land. 
What we’d like to know is—who laid her keel? Who riveted her plates? If we 
put to sea, we want to put to sea in a ship, not a high class department store. 

Whoever wrote this ad has probably been listening to the “Voice of Amer- 
ica,’ which regularly broadcasts to all Europeans who care to tune in a care- 
fully documented inventory of America’s material advantages. The number 
of motor cars we drive. The wealth of telephones that bedevil us daily. The 
electric refrigerators, the automatic washing machines, the toasters and irons 
and Mixmasters that clutter our kitchens.. 

If we were a European, we think we’d feel pretty much as we feel as an 
American reading this Italian Line ad about the Andrea Doria. Before we 
book passage we want to be reassured that the thing will stay afloat, that she 
won't crack or come apart at the seams in a heavy storm, that the people who 
man her know something about navigation and seamanship. We'd also like a 
little inkling of where the ship will take us. We like to admire and appreciate 
exquisite bits of glassware and even glowing tiles—but only after we have 
attained the confidence that comes only from knowing what’s under us, where 
we are going and the ability of the people to whom we have entrusted our 
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4. Go to work in the community. In- 
dustry pulled out all the stops on the Hap- 
py Neighbor tune in November, and 
many people in communities began to 
think more kindly of industry, possibly 
because—for the first time—they began 
to understand it. Now that the election 
is over, don’t put the musical instru- 
ments away. People liked the tune and 
may want to hear it again. 

5. Now is the time for communication. 
For at least ten years, the majority of 
communications programs have _ been 
launched in a doubtfu!, and often a hos- 
tile, atmosphere. Skeptics were plenti- 
ful, and cooperation—even among those 


os 


within management—was often slight. 
Now the setting is altered. Working peo- 
ple in plants are more receptive than 
at any time in years to the statements of 
management. If management’s attitude is 
sincere and its actions consistent, em- 
ployes will watch, listen and cooperate. 
6. This is a four-year trial cruise. You 
can’t count on the conversions of em- 
ployes to the viewpoint of management. 
You must work for it, right out at the 
shirtsleeve and overalls levels of indus- 
try. The master planning boards of com- 
munication can plan the strategies, but 
sooner or later somebody with some 
hustle about him must carry the ball. 
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Tips for the Production Man... 


Basic Books for the Production Man 


By Kenneth B. Butler 

The badge of office of a doctor, lawyer, 
or professor is his well-stocked library. 
I don’t mean just books for window dress- 
ing...but books that are of value in ac- 
quiring an increasing skill in one’s busi- 
ness or profession. 

As this thought came to me, I looked 
at my own library. After separating the 
production books from those of general 
interest, it seemed to be pitifully small. 
Yet, as I surveyed my day to day refer- 
ence needs, it seemed to me that these 12 
volumes daily served me in good stead. 

Of course, strewn across my desk or 
handy in desk drawers I have other as- 
sorted aids. Among them ink sample 
books, paper samples, pica gauge, screen 
finder, reverse plate and overprinting 
screen chart, copy fitting chart, photo 
reduction wheel, and those indispensable 
Standard Rate & Data volumes. (The SRD 
catalogs are a little out of date, since the 
account execs and media men seem to 
get the new ones.) 

Folders and pamphlets a-plenty, in a 
nearby letter file, for reference on color 
screening, layout, cost-saving, silk screen, 
photostats, electros, displays, etc. But I 
am speaking of books, the kind with hard 
covers. 

I give you here the list of my production 
books. You will tell me it is incomplete. 
And that is just what I want, to aid me 
in improving my production library and 
as an assist to other production men. Your 
suggestions are invited. 

Graphic Arts Procedures, by R. Ran- 
dolph Karch. Published by American 
Technical Society, Chicago. 

Proofreading and Copy Preparation, by 
Joseph Lasky. Published by Mentor Press, 
New York. 

Webster’s New Collegiate Dictionary. 
Merriam. Published by G. & C. Merriam 
Co., Springfield, Mass. 

Intertype Faces, published by Intertype 
Corp., Brooklyn. 

Linotype Faces, published by Mergen- 


Salesense in Advertising... 


Does Your Copy 
for Greater 


By James D. Woolf 
Advertising Consultant 

Do consumers, by and large, have 
little or no interest in why a given prod- 
uct is capable of delivering promised 
benefits? Are most people incurious about 
ingredients and factory processes? In a 
recent AA _ piece I > 
ventured the opinion 
that the average wom- 
an cares not a _ whit 
whether her face cream 
is made of the sap of 
the eucalyptus tree or 
the spermaceti of the 
whale. What she wants 
is results and_ she 
doesn’t want to bother 
her little head about 
why “Dial soap with AT-7 gets your skin 
cleaner and clearer than any other kind 
of soap.” But I was careful to qualify 
that statement, as follows: 

“Effective copy, depending on the prod- 
uct, should tell the reader what a product 
is, what it is made of, what it will do for 
the user, how long it will last, what it 
costs, and why it is worth what it costs. 
In short, it should give the reader what 
John Kennedy called ‘a complete selling 
canvass.’ ”’ 


I have received several pro-and-con 


James D. Woolf 


PRODUCTION MAN’S LIBRARY—Incomplete, to 
be sure, but a good basic set of books for 
the man who orders type, plates, print- 
ing, and a multitude of other services 
necessary to advertising production. 


thaler Linotype Co., Brooklyn. 

Ludlow Typefaces, published by Lud- 
low Typograph Co., Chicago. 

Ninth Graphic Arts Production Year- 
book, published by Colton Press, New 
York. 


The Book of American Types, pub- 
lished by American Type Founders, 
Elizabeth, N. J. 


Graphic Arts Production Manual, by 
Dean Lem. Published by Ad-Aids Co., 
Dallas. 


The Book of Oz Cooper, published by 
Society of Typographic Arts, Chicago. 

Encyclopedia of Advertising, by Ervin 
Graham. Published by Fairchild Pub- 
lications, New York. 

Advertising and Its Mechanical Pro- 
duction, published by the Beckett Paper 
Co., Hamilton, O. 

Layout, by Charles J. Felten. Pub- 
lished by Charles J. Felten, New York. 

Advertising & Editorial Layout, by Mat- 
lack Price. Published by The McGraw- 
Hill Book Co., New York. 


Need More ‘Why’ 


Credibility? 


letters on this question. The most interest- 
ing one is from a housewife, an adman's 
spouse. Her letter says, in part: 

“I think women are interested in why 
a product will do what is claimed for it. 
Advertising would be far more believable 
and convincing if it explained specifically 
what it is a manufacturer does to a prod- 
uct to make it so wonderful. Take pan- 
cake flour, for instance. I am a housewife 
and I’m quite vain about my pancakes. 
Now Pillsbury makes a big to-do about 
its lighter pancakes. Why lighter? What 
does Pillsbury do to its mixture that I 
don’t do to mine? I think the Pillsbury 
claim would be more credible if the copy 
told me how this wonderful result was 
achieved. The explanation given (‘All 
ingredients air-blown and blended by a 
unique process’) is so much Greek to 


” 


me. 


es it is true, as this housewife’s letter 
went on to charge, that most advertising 
fails to explain the why of promised bene- 
fits? After reading her letter I proceeded 
to check through a batch of current ad- 
vertising. My findings bore out her plaint. 
Here are a few typical examples: 
“Ipana’s two new cleansing, purifying 
agents actually clean better than any oth- 
er toothpaste ingredient known.” Two new 


agents, eh? What are they? Where did you 
get ‘em? Are they not available to other 
makers of dentifrices? 

“Halo glorifies your hair’’—because, I 
gather, it is “made with a special in- 
gredient.” What is it? Animal, vegetable, 
or mineral? 

Campana Italian Balm performs won- 
ders because it contains “a medically- 
proved ingredient.” Lanolin, maybe? 


a “Only Bromo-Seltzer gently soothes 
nerves and promptly relieves pain at the 
same time because it contains ingredients 
jound in no other leading remedy.”’ How 
come these “ingredients” are denied to 
other leading remedies? 

“Tide is milder than ANY other lead- 
ing detergent.” (I find in the body copy 
not a single word of explanation in sup- 
port of this extravagant claim.) 

Chlorodent advertising asserts that “A 
chlorophyll toothpaste can do wonders.” 
But the copy doesn’t explain why chloro- 
phyll delivers its “miracle benefits.” Come 
to think of it, not a single advertiser of 
chlorophyll products has ever explained 
chlorophyll to the public. It’s “the stuff 
that makes grass green” sums up what 
most folk know about it, and that goes for 
me. I think, too, that lanolin is a mystery 
to most people. Pond’s says its Dry Skin 
cream is “lanolin-rich,” and Lustre 
Creme shampoo poetically asserts that 
its product is “lanolin-blessed.” What is 
lanolin anyway, and why is it so wonder- 
ful? 
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I could go on and on with a hundred 
examples. Drene shampoo boasts of “a 
magic new formula,” but the copy care- 
fuly refrains from letting the reader in 
on the secret. Alka-Seltzer doesn’t even 
bother to lay claim to “a magic formula”; 
the copy contents itself with the com- 
pletely unsupported promise that the 
reader will “get MORE Pain-Reliever 
FASTER with Alka-Seltzer.” I have in- 
spected diligently at least 100 advertise- 
ments of such products as soaps, cos- 
metics, patent medicines, specialty foods, 
etc., and I find very few examples of the 
kind of copy my housewife correspondent 
wants to see. In support of their claims 
most advertisers rely on meaningless ref- 
erences to “special ingredients,” “new 
formula,” “patented process,” “secret 
compound,” and so on. 


@ Maybe this housewife has something. 
It is possible that women are not in- 
tensely curious about the why of benefits, 
but I believe we are perhaps going too 
far in our failure to explain the reasons 
behind our wonderful products. Often 
one simple product fact will make a prom- 
ised benefit credible. Inasmuch as our 
housewife mentioned Pillsbury, I offer 
you as a fine example the Pillsbury Angel 
Food cake mix that promises “Angel 
Food as delicate and delectable as the 
finest home-recipe cake.”’ Credibility is 
achieved by the information that “The 
package contains 13 egg whites ‘fresh 
from the flock.” 


Battle to the Death 


The cork-tip trumpets split the early day 
With shrill announcement that the foe is near. 
The knights in testimonial array 

(With medicos for seconds) now appear. 


Across the smooth, brown meadow rings the note 
That challenges to battle Efteesee, 

The mighty warrior, guardian of the throat 

And champion of the larynx, lungs and T. 


He glares at each proud knight with confidence, 
For he has battled with their kind before. 
Scattered across the field in evidence: 

The white, round bones of those who fight no more. 


Prevents Disease is lying in the dust, 
Restores Vitality has claimed his grave, 
And No Fatigue, his armor red with rust, 
Has found a place to lie among the brave. 


Less Irritation views them with disdain, 
His iron nerves one cannot overawe; 

He checks his scabbard blade to ascertain 
That it is free and easy on the draw. 


No Irritating Tars is present, too, 

And Lower Nicotine with yellow hair, 
Young Hygroscopic Agent, quick and true, 
No Injury, More Soothing, all are there. 


Along the sidelines waiting for the fight 
Are ruthless hucksters, genteel writers, too, 
Those gleeful editors, and on the right 
A group from Washington is peeking through. 


The contest judge is seated on his bench 
(He had to interfere the other day), 

And tearful, tattered rabbits watch, intense. 
Their stakes are high in this ungodly fray. 


And in the distance, flashing in the sun, 

The banners of more challengers are seen. 
The flag of Soil Conditioner is one, 

And there the flag of Chlorophyll, so green. 


But now a solemn hush possesses all, 

The crowd is waiting with expectant breath, 
For momentarily will come the call 

That signifies a battle to the death. 


—Rosert ReyNnoips, Advertising Manager, 
Drott Mfg. Corp., Milwaukee. 
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The Eye and Ear Department... 


Broadway at Its Best 


TV has tried many times to shrink the 
Broadway musical stage into the con- 
fines of the video screen, but never with 
much success. What has resulted has been 
a poor kind of vaudeville. On the evening 
of Sunday, Dec. 21, however, on the “Col- 
gate Comedy Hour” (NBC-TYV, 8 to 9) the 
video screen at long last saw Broadway 
at its best. 

That it did is a tribute to a superb 
Broadway artist who made his debut on 
television that night—a _  loose-limbed, 
scarecrow-like character on _ invisible 
strings named Ray Bolger. Bolger ap- 
peared with Rise Stevens, who did a 
number of dances with him—the Charles- 
ton, the Black Bottom, the Conga and 
the Rhumba. 


s But the show was Bolger’s. He was on 
the screen as frequently as Skelton is— 
but each time his performance was artis- 
tically perfect. And this held true whether 
he sang, danced, or appeared in a comedy 
skit. He portrayed, for example, the home 
life of a Macy window trimmer—carefully 
arranging his own and his wife’s clothing 
as if he were trimming a window, the 
while he proclaimed that he forgot busi- 
ness the minute he arrived home. Before 
he retired for the night he carefully pulled 
on a number of spotlights to show off his 
arrangements at their dramatic best. 

It is possible, of course, that if Bolger 
is on repeatedly he will grow as tired as 
so many TV performers seem to become. 
This particular reviewer doubts it. Bolger 
reflects an artistic integrity that seems 
to grow out of a love of what he is doing. 
That Colgate got him on its “Comedy 
Hour” is a tribute to somebody involved 
in the show. 


a The “Colgate Comedy Hour” has been 
reviewed here before. If memory serves, 
this reviewer has remarked that the vari- 
ous Colgate jingles—for Ajax, for Col- 


G. D. Crain Jr. Says... 
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BROADWAY ON TV~—Ray Bolger, famed 
dancer and comedian of the stage, brings 
“Broadway at its best” to TV on the 
“Colgate Comedy Hour.” 


gate Dental Cream—have been far superi- 
or to the material presented for entertain- 
ment. On the Bolger show, they did jus- 
tice, full justice, to the entertainment. The 
remainder of the commercial presentation 
—employing one selling cliche after 
another—suffered by comparison. A 
shrewd and consistent use of small bill- 
boards, however, does give strong visual 
identification of the various Colgate prod- 
ucts. 

Closing telops announced Ben Blue and 
Bob Hope for future “Comedy Hours.” 
This reviewer will be scanning the news- 
papers for Ray Bolger’s next appearance. 


Here's Another Reason for Advertising 


A large manufacturing company which 
until comparatively recently has been a 
very modest advertiser is now conducting 
a much more ambitious program, in terms 
of number of media used and dollars ex- 
pended. There is an interesting story be- 
hind this significant change of policy. 

The facts, as I get them, are that the 
company negotiated a long-term loan 
with its established banking connection, 
through an issue of debentures, Later on 
the head of the company learned that a 
similar loan had been negotiated by an- 
other company in its area, which used 
the same bank for the purpose of fi- 
nancing the loan with a similar issue of 
debentures. But he was shocked to dis- 
cover that his company had been asked 
to pay a considerably higher rate of in- 
terest than was required for the com- 
parable issue of the other company. More- 
over, his own corporation is older and 
larger, and has an excellent earnings 
record. 


s According to the story now current, the 
banker, when confronted with questions 
on this subject by the rather irate manu- 
facturer, explained that marketing de- 
bentures is like any other selling job. Its 
difficulty is measured by the accept- 
ability of the product. 

“Your company is not well known out- 
side this immediate area where you op- 


erate,” the banker is said to have com- 
mented. “The other corporation is an 
aggressive advertiser, and both the com- 
pany and its products are well known to 
industry and the public. Naturally there 
is a ready market for its debentures, even 
at the lower rate of interest which they 
offer. In your case we have to do con- 
siderably more promotion, and the in- 
vestment houses are put to more expense 
in distributing the issue. This explains 
the higher interest rate at which your 
securities have been offered.” 

The president of the company was con- 
vinced, but not happy. He decided to do 
something about it. The increased ad- 
vertising appropriation and the extension 
of the campaign followed shortly there- 
after. In addition to doing a better job of 
selling the company’s products, he hopes 
that it will also make the company name 
and its position in its important industry 
so well known that it will not be at a dis- 
advantage when it comes to getting pub- 
lic money for investment in its operations. 

This story is confirmed by studies made 
in recent years of stock market quotations 
on companies whose equities are listed 
on the principal exchanges. It has been 
found that quotations are usually higher 
for the stocks of companies which are 
well known, through their product adver- 
tising, than those which are not active 
as advertisers. Even the best managed 


companies, with assets reflected in ex- 
cellent book values for their stocks, do 
not fare as well as other companies which 
have made themselves familiar to the 
public through their advertising. An ele- 
ment of financial stability is added as an 
extra dividend on their promotion efforts. 


s In order to make themselves and their 
operations well known to the experts in 
the financial field, company brass appears 
frequently at meetings of investment an- 
alysts, and presents with great frankness 
their financial position, record of growth 
and plans for future development. They 
are eager to have the endorsement of the 
men who advise banks and other in- 
stitutional investors, as well as individual 
clients, regarding the outlook for indus- 
tries and individual companies in those 
industries. 

Even though statistical analyses of cor- 
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poration statements, with reference to 
earnings trends, expansion programs, cur- 
rent assets and liabilities and other similar 
factors are the basis of expert conclusions 
regarding security investments, the final 
decision usually rests on the answers to 
the questions, “How does the company 
rate in the market place? How is it re- 
garded by the public?” 

The financial experts know, just as 
marketing and advertising men do, that 
the value of any company is determined 
by its earning power, which in turn is 
measured by the acceptability of its prod- 
ucts by the public. Advertising builds ac- 
ceptance, and thus assures stability of 
earning power. That is why the company 
which advertises usually sells with less 
effort, and aiso may be able to obtain in- 
vestment funds at less cost than if it were 
not well known to its customers, its 
prospects and the public at large. 


Looking at the Retail Ads 
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By Clyde Bedell 

This big ad on seven columns cost a 
bank a good deal of money. It went to a 
big circulation. But what for? Copy reads: 
“Did you get part of this million dollars? 
NB of C Christmas Club checks were 
mailed to members this week. Join the 
1953 Club NOW and be included next 
year. New club now forming. Choose the 
plan that fits your needs and income.” 

Then comes a listing of “YOUR SAV- 
INGS EACH WEEK” and “YEAR-END 
CHECK.” As, 50¢, $25—$1, $50—$5, $250. 


s Well, be a Seattle reader. If you are 
attracted by the heading and you read, 
it seems to me you want to know what 
you gain by joining this Christmas Club. 
It seems to me you are curious as to 
whether they pay you for the use of your 
money, or whether you pay them for 
keeping it for you. Or whether it’s a 
toss-up. 

But you can’t find out from the ad. 
Maybe there wasn’t space enough to tell 
you any of these things. 

Do you put in $1 for 52 weeks to get 
out $50 at the year-end? Or do you put 
in $1 for 50 weeks? And get out exactly 
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what you put in with no interest? Or do 
you put in for 49 weeks and get $50—or 
what? 

I truly feel sorry for the ad reading 
public. Over and over again, good busi- 
nesses and institutions tap the newspaper 
reader on the mental shoulder and say: 
“Just a moment please, I want to talk to 
you about..... ” whatever it may be. And 
the reader, taking the advertiser seriously, 
and in many cases being a good prospect, 
says figuratively: “O. K. Let’s hear your 
story.” 

And then the advertiser starts and 
stops without having the courtesy to 
think through what the reader wants to 
know. 


s All good and constructive advertising 
renders a service—to the reader because 
it informs him and may stimulate him to 
a constructive purchase—to the adver- 
tiser because it is economically good for 
him—and to the creator of the ad because 
it increases his stature as a person and an 
ad person. 

Advertising that does less than this is 
a big question mark, economically, moral- 
ly, and ethically—as I view it. 
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Women’s Wear Daily 


Daily News Record 
Retailing Daily 
Footwear News 


Men’s Wear 


CLOSE 
THE 
DANGEROUS 
GAP 


SUPERMARKET NEWS 


An association mailed a survey to retail grocers. One of the questions asked was 
what effect the advertisers’ campaigns had on retail sales. 

Every grocer — without exception — stated that no coniialaa had ever brought 
noticeably increased sales unless he tied in with the campaign in some manner. 
Close that dangerous gap. Tel! the food retailer about your plans 

well in advance so he’ll give you maximum cooperation. Tell him in 
SUPERMARKET NEWS because more retail food executives read our paper 
more intensively. Many of them say that since SUPERMARKET NEWS 
appeared they have no reason to read other publications in the field — because we 
print the news first — print more of it — print it exhaustively . . . 

print it with a staff and machinery any metropolitan paper would be proud of. 
Your ad will be read thoroughly because we are the only real newspaper 

in the field — not an advertising catalogue. 

Advertising forms close Thursday. Last minute news printed and mailed Saturday. 


Your ad is always news in SUPERMARKET NEWS. 


Supermarket \ews 


The Supermarket Industry's Weekly Newspaper 
A Fairchild Publication + 7 East 12th Street, New York 3, N. Y. 
“Our Salvation Depends Upon Our Printing The News.” 
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Form Tierney-Ross PR 

Jerry Ross, publicity director of 
American Broadcasting Co.’s west- 
ern division, Hollywood, has left 
his post to join Jack Tierney in the 
formation of Tierney-Ross Publi- 


Lilly Insists Schwegmann Causes Damage; 
Makes No Showing of Actual Money Loss 


New ORLEANS, Jan. 13—One of 
the suits in federal district court 


trade price, 
Everett I. Willis, New York, an- 


city -Agency. The company will charging the Schwegmann Bro- other Lilly attorney, argued the Ni 
e—- television shows also. Mr. thers Giant Super Markets with legal aspects of the subject of dam- This 
ierney, who has headed his own |. ition of fair trade laws got up|ages and contended that it i t 
public relations agency for several | : n Bt ot is BO) spor 
years, formerly was in the ABC @ full head of steam last Friday. necessary to prove actual mone-| publ 
publicity department. Judge J. Skelly Wright called tary damages. He @aid it is suffi- | sium 
'for and heard arguments of the cient to show that there is poten- sent 
Seattle Art Directors Elect | defendant firm and Eli Lilly & Co. tial damage. radi 
‘ : . on the question of “irreparable taste 
Pc ae og Mg erg damages” alleged by the drug # John Minor Wisdom, attorney. ball 
has been elected president of the| Manufacturing company. for the defendant, argued that the. B: 
Seattle Art Directors Group. Other| He then kept the manufacturer’s | plaintiff had failed to substantiate agai 
officers elected are William Werr-|suit for an injunction under ad- its allegations of irreparable in-| dian 
bach, Werrbach & Associates, v.p.;| yisement. After Friday’s session | jury, loss or damage and said that. in a 
Harold fname Pata nigel Print- the jurist made no observation, as such proof was required. enth 
yon’ pA ‘Wine, Masog Reem ome he did after the original arguments’ The _ question of irreparable “y 
urer. ’ ogc ‘ ~ |on the matter last month, to the damages is decided on how fair) not. 
effect that the decision “is fore-| trade laws are treated—as protec-_ visic 
To Geyer Advertising closed” by two previous decisions | tion for a trademark and good will ness 
Flotill Products Inc., Brooklyn, |!" favor of the plaintiff. of a name brand product, or as selli 
has named Geyer Advertising to| Judge Wright had said on Dec. price fixing legislation which elim- of a 
handle its Tasti-Diet, new group|15 that “eventual comfort of the|inates competition, Mr. Wisdom radi 
of 38 low calorie foods. The foods | defendant must come from the Su-| said. sins idle in adameniead hurt 
are being introduced on a market-|preme Court.” A temporary restraining order quot 
by-market basis. issued shortly after the suit was 
s Attorneys for Lilly—one of six |filed in December remains in ef- a “] 
companies which have hopped on |fect. It stops Schwegmann from | that 
Schwegmann’s cut-rate pricing of selling Lilly products below fair | As § 
i|fair trade items—did not ask for | trade prices until the court reaches | pret 
pecuniary damages, but for injunc- a decision on the injunction matter. | to g 
tion relief. Other companies that have fitted | how 
y “It is a fundamental damage... | Schwegmann for a federal court to tl 
‘;eating away at public acceptance | suit are Bristol-Myers, Johnson & ELECTRIC hour 
S\and public demand. . .for Lilly | Johnson, Personal Products Corp.., | — 
5| products,” said Harry McCall Jr.,| Mathieson Chemical and—the lat- | GE’S 15 FIRSTS—General Electric Co. has these two full-color spreads illustrating If it 
representing Lilly. 'est—Lever Bros. Co. 15 products first developed by GE, in The Saturday Evening Post to celebrate the it is 
Retail druggists have difficulty rompany’s 75th anniversary. The ad will also run in Look, Feb. 10, and a modified a— 
competing with the defendants in|# In all of the suits, defendants version is scheduled for Plant-city newspapers early this year. Batten, Barton, Durstine ‘bas 
the sale of Lilly merchandise and|named were the firm, John G. & Osborn is the General Electric agency for this campaign. It hz 
as a consequence, Mr. McCall said,,;Schwegmann  Jr., Anthony TI 
they will feature and promote the |Schwegmann, Wilfred J. Meyer,| Finley Joins NBC Sales _Names Kenyon & Eckhardt “Hel 
sale of competing products. ‘Charles Acquistapace, Ernest Bar-| John J. Finley, formerly an ac-| United States Plywood Corp. has the 
“If they feature competing pro- rios and O'Neil Barrios. But it has |COunt executive with WBBM, Chi- | appointed Kenyon & Eckhardt to of b 
ducts, our sales will fall and we been John G. at the head of his | #8 has joined the Chicago radio| handle advertising for its Weld- plan 
© will ultimately lose our market,” column, meeting every battle in spot sales staff of National Broad- | wood brand of products, plywood that 
| ws a ’ ’ ery casting Co. Prior to his WBBM /|doors, partition panels and hard min 
|the attorney said. the court war with his one weapon. | connection, Mr. Finley was asso-| board, effective May 1. The line 
That weapon is his repeated| ciated with Guardian Life Insur-|is now handled by Marschalk & M 
® He said Schwegmann’s lower- statement that he sells fair trade| ance Co. of America, New York, | Pratt. E. T. Howard Co. and Kiese- ring 
) than-fair-trade prices may cause items below the fair trade prices | and Sears, Roebuck & Co., Chicago. | wetter Associates will continue to ers, 
the public to believe that Lilly and that he is “making money” on handle the lines they now service. in e 
23 & products aren’t worth the fair’ each sale. ~ Kuhn Named V.P. of Sales In N 
8B um J. C. (Jack) Kuhn, formerly | Names Reynolds-Fitzgerald use 
£ 0. a j v.p. and director of sales of Morse The Tri-City Herald, Pasco- achi 
~ 4# Twist Drill & Machine Co., New} Kennewick-Richland, Wash., has who 
oaZz Bedford, Mass., has been named | named Reynolds-Fitzgerald to rep- a he 
F4 o ha = v.p. of sales of Atkins saw division | resent it nationally. The paper has or a 
8 e 0 4 of Borg-Warner Corp., Chicago. | been without a a for ing 
Db -s |a year as an experiment. : 
° S . ie WARWICK FOTOSET McKinnon to Westinghouse : ies 
a & “” Gordon McKinnon, formerly Ralph Klein Joins WKNB-TV om 
za =. OFFERS with the Daily Herald, Rutland,| Ralph H. Klein, formerly an ac- eve 
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Baseball Commissi 


oner Frick Says 


Commercials Are Hurting His Game 


New York, Jan. 16—‘“Who, Me?” | 


This was the typical baseball 
sponsor—and agency—reaction to 
published charges by Commis- 
sioner Ford C. Frick that “the pre- 
sent inundation of commercials on 
radio and TV is not only in bad 
taste, but it actually hurts base- 
ball.” 

Baseball’s head man sounded off 
against “excessive advertising” on 
diamond broadcasts and telecasts 
in an interview with Harold Ros- 
enthal in the Sporting News. 


“We should realize that we are. 


not in the radio business, the tele- 
vision business or any other busi- 
ness except that of producing and 
selling baseball games. The type 
of advertising we are getting on 
radio and television is bound to 
hurt us,” the commissioner was 
quoted as saying. 


= “I have a recording of a game 
that ran one hour and 58 minutes. 
As games go these days that was a 
pretty fast one. Would you like 
to guess how many commercials, 
how many blurbs they jammed in- 
to this broadcast of less than two 
hours? A total of 106. 

“Nothing is ‘baseball’ any more. 
If it’s a home run that’s been hit, 
it isn’t a ‘baseball’ home run, but 
a home run...It isn’t even a 
‘baseball’ double play any more. 
It has to be a——double play.” 

The Sporting News explained: 
“Here the commissioner offered 
the name of a long-time sponsor 
of baseball products with an ex- 
planatory ‘I’m using——because 
that’s not the product I have in 
mind’.” 

Mr. Frick was apparently refer- 
ring to the play-by-play announc- 
ers, who drag the sponsor’s name 
in every time a home run is hit. 
In New York there are two widely 
used techniques employed to 
achieve this aim. With Mel Allen, 
who covers the New York Yankees, 
a home run is a Ballantine blast 
or a White Owl wallop—depend- 
ing on which advertiser is carry- 
ing the inning. Red Barber, an- 


nouncer for the Brooklyn Dodgers, | ° 


gives several thousands of Lucky 
Strikes away to servicemen’s hos- 
pitals when somebody knocks a 
four-baser—a donation which is 
duly noted on the air. Russ 
Hodges, Mr. Barber’s counterpart 
with the Dodgers’ ace rivals, the 
New York Giants, dispenses Ches- 


terfields in like manner to cele-| 


brate a homer. 


e Mr. Frick, a news commentator 
in the early ’30s who was once 
sponsored by Chesterfield, believes 
the situation could be cleared up 
in a hurry through “concerted 
action.” 

“Of course, we would have to 
be prepared for a sponsor to balk 
and even say ‘no’ to our demands 
for better treatment, but I have 
an idea that they’ll come around 
or new people will take their 
place,” the commissioner said. 

An executive at N. W. Ayer & 
Son, which handles an extensive 
AM-TV baseball schedule for At- 
lantic Refining Co., feels that the 
commissioner is correct in some 
cases. However, he was sure that 
Mr. Frick was not talking about 
Atlantic, which conducts its entire 
sports program with the “idea of 
keeping within the bounds of good 
taste.” 


# American Tobacco Co., co-spon- 
sor of the Dodgers’ doings with 
Schaefer beer, tries to be sensitive 
to any public reaction to its hand- 
ling of the games, according to 
Albert Stevens, advertising mana- 
ger. He said there had been no 
complaint from the public about 
the placement of Lucky Strike’s 
commercials. 


“You can’t script baseball be- 


cause the game isn’t scripted,” Mr. | 
Stevens said. “We leave the sched-_ ! 


uling of the commercials pretty 


much up to Red Barber; he knows * 


how to handle it and does a good 
job.” 

, Cunningham & Walsh, agency 
for Chesterfield, a liberal base- 
ball spender, declined to comment 
on the commissioner’s remarks. 


NCAA FOOTBALL TV 
RULING CRITICIZED 


CuicaGo, Jan. 13—The virtual, if 
not as yet actual, decision of the 
National Collegiate Athletic Assn. 
at its convention in Washington 
last Friday to continue its system 
of controlled football telecasts 
came as no surprise. Neither are 


the swift denunciations from sev-| 


eral quarters, notably television 
broadcasters themselves, unex- 
pected or new. 

Immediately after the NCAA 
heard its television committee’s 
recommendations, which suggest 
only minor changes from the 1952 
setup and will come up for mem- 
bership vote later, Chris J. Witting, 
director of DuMont Television Net- 
work operations, termed the plan 
“as bad as the 1952 operation.” 


s He called the committee’s pro- 
posal “an act of collusion in re- 
straint of trade” and said “it will 
be most surprising if the U.S. De- 
partment of Justice or an outside 
/agency doesn’t take the necessary 
court action to protect the interests 
of the public and those educational 
institutions which find themselves 
‘the victims of NCAA coercion.” 
He discounted the committee’s 
fear that free competition for TV 
|time would enable a few institu- 
tions to monopolize network TV. 
| “Everything in the commission’s 
| presentation strengthens our con- 
viction that freedom of decision 
should be returned to the colleges 
and freedom of game choice should 
be accorded to the public,” he de- 
clared. 


“ 
~ 


® Equally forthright in his de- 

-nunciation of the move. Harold E. 
: Fellows, head of the National Assn. 
of Radio and Television Broad- 
‘casters, said, “Speaking on behalf 
|of the television industry, NARTB 
reiterates its opposition to any plan 
that limits the program sources 
‘availiable to the American public. 
|The American system of broad- 
| casting and the American economy 
as a whole are founded on the 
principles of free and open compe- 
tition. Any compromise with this 
basic principle violates the public 
interest and welfare of the nation.” 
| Meanwhile, two days following 
the NCAA meeting, the National 
Boxing Assn. met in New York and 
appointed its own ten-man com- 
mission to determine the effects of 
television. 


s However, there was no hint in 
the proceedings that the NBA 
would follow a course similar to 
‘the footballers. On the contrary, 
evidently impressed by the ruckus 
raised over the actions of the 
NCAA and the professionai foot- 
ballers, spokesmen expressed the 
desirability to move without haste. 
The idea of a “blackout” was re- 
jected and it was indicated that 
the association would seek “sym- 
pathetic cooperation from the net- 
work executives and sponsors” to 
provide the sport relief from the 
inhibiting effects of television on 
gate receipts. 


ws One method of alleviating the 


situation suggested at the meeting | 


was to petition tax authorities in 
Washington for a reduction of the 
levy on admission. It was sug- 
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SEND OFF—A group of admen, led by Al 
Peters of Boys’ Life, created this 1,000-line 
ad to greet the new president. Royal & 
DeGuzman, 135 E. 36th St., New York, is 
offering plastic newspaper plates of the ad 
for interested sponsors at $25 each. 


gested the reduction be from the 
present 20% to 10%. 


s The entire woe-ridden question 
of gate receipts vs. television will 
undoubtedly get a clearer legal 
definition, if not a satisfactory one 
for all the principals, some time 
soon when the Department of Jus- 
tice’s anti-trust suit against the 
National Football League for re- 
stricting radio and TV coverage of 
games comes up for hearing. How 
the department decides to proceed 
in the case of NCAA will, of 
course, depend on what comes out 
of this suit. 


Standard Oil (N. ].) 
Hits Top Score in 
‘Forbes’ Survey 


New York, Jan. 13—Siandard 
Oil Co. of New Jersey captures top 
laurels in Forbes’ fifth annual re- 
port on American industry, pre- 
sented in the magazine’s January 
issue. 

Standard, parent company of the 
giant Rockefeller trust dissolved 
in 1911, is the only one of 165 
corporations to score a_ straight 
95% rating in the five categories 
surveyed by Forbes—management, 
labor relations, public relations, 
community relations and _ stock- 
holder relations. 

The magazine rates stockholder, 
labor, public and community re- 
lations of a company by conduct- 
ing surveys and studying these 
policies “as they appear to affected 
persons outside the managerial 
group.” Managements, however, 
are measured as they appear to 
the editors of Forbes. 


# A quick picture of the Forbes’ 
survey, industry by industry, is 
as follows: 

Chemicals—top company is du 
Pont, with four 90% scores and a 
95% in management. General Ani- 
line & Film gets a low 75% for 
management. 

Movie makers—20th Century 
Fox and Paramount share honors, 
but neither can boast an average 
90% rating. Stockholder relations 
seem to be poor throughout the in- 
dustry. Worst scores are RKO’s, 
70% for management, 65% for 
labor relations, 80% for public 
relations, 80% for community re- 
lations and 70% for stockholder 
relations. 


s Autos—General Motors is the 


leader by far, with four 95% rat-| 


ings and a 90% in labor relations. 


Hudson brings up the rear with. 


three 75% and two 70% scores. 
Shipping—United Fruit gets the 


best score, American President the | 


worst. 
Metal  fabricators—American 
Can and Continental Can tie for 


International Tea Conference Ends with 


New Tea Council, Ad Budget of $1,500,000 


New York, Jan. 15—A new pat- 
tern for tea advertising and pro- 
motion in the U.S. emerged this 
week after a three-day interna- 
tional tea conference. 

Representatives of India, Cey- 
lon and Indonesia, in cooperation 
with the Tea Assn. of the U.S., 
have organized a new Tea Council 
of the United States of America, a 
non-profit corporation which will 
supervise future advertising and 
promotion to the American public. 

The joint U.S. promotion fund 
for 1953 will total $1,500,000, about 
$200,000 more than has been spent 
previously for advertising in the 
American market. American tea 
packers will contribute one-third 
of this total and planters in the 
three producing countries named 
will contribute two-thirds. 


® The current television winter 
advertising program for tea will 
continue uninterrupted. Leo 
Burnett Co., Chicago, is the agen- 
cy. 


Plans for a summer campaign) 


on iced tea have not been devel- 
oped as yet, but the Burnett agen- 
cy will handle it, Robert B. Small- 
wood, chairman of the U.S. delega- 
tion and president of Thomas J. 
Lipton Inc., said today at a press 
conference. 

“There will be no change in ad- 
vertising agencies,’ he said. “We 


planters, and was a part of the 
London International Tea Market 
Expansion Board. India’s with- 
drawal from the board (AA, Oct. 


6, °52) precipitated the present 
situation. Hereafter, India, and 
presumably other tea-producing 


countries in the sterling bloc, will 
by-pass the London board and 
deal directly with packers and im- 
porters in individual markets. 


s At the press conference today 
both Mr. Smallwood and Mr. Win- 
okur emphasized the need for con- 
tinued advertising. The present in- 
dustry advertising program which 
was started in 1950, Mr. Small- 
wood said, definitely stopped the 
decline in tea sales that had set 
in at that time. Sales in 1952, he 
said, were 12% ahead of 1951. 

As tea sales increase, the indus- 
try advertising budget will be 
stepped up, he said. The present 
_contribution of American packers 
‘is 1¢ per pound, and 85 to 87% of 
\the packers are contributing. 
Private brand advertising by 
‘American packers and importers 
was estimated by Mr. Winokur at 
about $10,000,000 annually. About 
90,000,000 lbs. of tea are imported 
annually from India, Ceylon and 
|Indonesia, he said. Retail sales in 
‘the U.S., second largest world 
i\market, are between $130,000,000 
and $140,000,000 annually. 


are very well pleased with what! 


the Burnett Co. has been able to 
accomplish in tea promotion.” 
This was confirmed by Samuel 
Winokur, president of the Tea 
Assn., who said that the tea in- 
dustry “is just beginning to feel the 
effects of the industry advertising 
program.” He said the representa- 
tives of the planters felt the same 
way about it, and added that with- 
out their financial assistance it 
would be impossible to carry on 
the present industry promotion. 


® The new tea council will super- 
cede the former council and also 
the Tea Bureau. The latter organi- 
zation, formerly a part of the old 
Tea Council, represented ten 


s The conference here this week 
was the culmination of several 
months of discussions here and 
abroad between leaders of the 
American tea trade and officials 
of governments and trade groups 
in Asia. 

Other members of the tea trade 
active in planning the conference 
and the new tea council are Her- 
bert C. Claridge, director, Tea 
Assn., and v.p. of Salada Tea Co.; 
Edward C. Parker, treasurer, Tea 
Assn., and president, Tetley Tea 
Co., and C. William Felton, v.p., 
Tea Assn. and v.p. of Henry P. 
Thompson Inc. All were members 
of the American delegation to the 
conference. 


the highest rating. 

Cigarets—American Tobacco is 
on top with a 95% in management, 
95% in labor relations, 85% in 
public relations, 80% in commu- 
nity relations and 85% in stock- 
holder relations. R. J. Reynolds 
got low 75% scores in public re- 
lations and stockholder relations. 
Forbes says “industry public rela- 
tions take a bad beating frora 
commercials which get more far- 
fetched as competition gets keen- 
er.” 

Oils—Ratings are high for all 
companies, with Standard of New 
Jersey the bellwether. 

Meat packers—Swift 1s high 
company with an average rating 
of 85%. Wilson draws a 70% for 
labor relations. 

Machiner y—Link-Belt, with 
90% scores, is top company. Con- 
tinental Motors pulls a 60% for 
community relations. 


® Food chains—Jewel Tea vets the | 


highest over-all rating—an av- 
erage of 85%. A&P, with the larg- 
est assets, has one of the lowest 
scores—75% in management, 75% 
in labor relations, 75% in public 
relations and 60% in stockholder 
relations. 

Auto parts—Thompson Products, 
with four 90% scores, is the lead- 
er, followed closely by Borg-War- 
ner. 

Rail equipment—Pullman Inc. 
and American Locomotive share 
the lead. Ratings for all companies 
are pretty high. 

Cereals—General Foods and 
General Mills make identical 
scores—95% in management, 90% 
in labor relations, 95% in public 
relations, 90% in community rela- 


tions and 95% in stockholder rela- 
tions. 

Electrical equipment—General 
Electric and Westinghouse share 
honors, both with an average rat- 
ing of 90%. Raytheon has the 
worst score, with two 70% ratings. 

Drugs—Sharp & Dohme and 
Merck are the co-leaders. Rexall 
draws the lowest score. 


“Broadway TV Theater’ 
‘Drops Sponsor, Gets One 


| “Broadway TV Theater,” which 
presents the same play live five 
|nights a week, continues to rate 
‘critical acclaim, but it’s having 
| difficulty keeping its advertisers. 
The 90-minute dramatic show is 
televised Monday through Friday 
over WOR-TV, New York. 

As Mennen Co., through Kenyon 
& Eckhardt, moves in as co-spon- 
sor of the show on Feb. 2, one of 
the original backers, Cavalier cig- 
arets, signs off after a 39-week 
run. Piel’s beer and General Tire 
& Rubber Co. remain in the spon- 
sor lineup. The latter is expected 
to expand from quarter to half 
sponsorship of the  series—the 
amount of the package formerly 
bought by Cavalier. 


N.Y. Sales Execs Set Awards 

Winners of visual awards will 
be announced at the Jan. 20 
luncheon meeting of the Sales Ex- 
ecutives Club of New York. Mo- 
tion pictures, slide films with 
sound, and pictures described by 
salesmen are the three categories 
covered. The program is spon- 
sored by the National Visual Pre- 
sentation Assn. and the Sales 
Executives Club. 


Selling Research Moves 
Selling Research, New York, has 
moved to 96 Liberty St. = 
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16-Page Color Ads 
Will Carry GE 75th 
Anniversary Theme 


New York, Jan. 13—General 
Electric Co. will use the largest, 
advertisement ever carried by | 


Business Week or Fortune—a 16- | pected that mailings will be about | 
'100,000. Preprints will be mailed) 


page, four-color 
memorate its 75th anniversary. 

The ad will appear in the Jan. 
24 issue of BW and the February 
issue of Fortune. G. M. Basford Co. 
is the agency, representing the ap- 
paratus sales division of GE. 

A four-page, four-color ad (for 


the consumer field) broke Jan. 10) 


in The Saturday Evening Post, and 
a simiiar ad will appear in the 
Feb. 10 issue of Look (placed by 
Batten, Barton, Durstine & Os- 
born), featuring the company’s 75 
years of progress (AA, Jan. 5). 
The forthcoming ads in BW and 
Fortune illustrate in quarter-page 
panels important GE “firsts’’ in 
the industrial and defense fields 


served by the apparatus sales di-| 
vision. Included in the 63 “firsts” | 


illustrated are the first American | 
jet engine, main line electric ieso- | 
motive, aircraft  turbosuper-| 
charger, fluorescent street light 
and turbine-electric ship drive. 


@ Fields covered in the insert in- 


clude the complete range of the ap-| 
products, rang- | 
fractional-horsepower | 


paratus division’s 
ing from 
electric motors to 300,000-hp wind- 
tunnel drives. 

Text of the 64th panel salutes 


insert—to com- | 


GE men and women who have 
made these contributions possible, 
and recognizes the important part 
the company’s customers have 
‘played in apparatus development. 

Following publication of the ad, 
‘extensive merchandising of pre- 
prints and reprints will be under- 
taken by GE and Basford. It is ex- 


| by the company to its entire cus- 
tomer and prospect list and to a 
special list of top customer execu- 
tives. 

| The ad will also be featured in 
‘regular promotion mailings by 
‘both magazines. In addition, For- 
tune will mail copies of its Febru- 
ary issue to the 900 top industry 
executives featured in its Novem- 
ber, 1952, issue. 


# GE also will use full pages in 
all national editions of the Wall 
Street Journal and New York 
Times Jan. 30 to direct attention 
to the color inserts in BW and For- 
tune. 

The forthcoming insert was pre- 
pared under direction of J. Stan- 
ford Smith, manager of the appa- 
‘ratus sales division’s advertising 
‘and sales promotion department. 

According to Mr. Smith, who 
/was named industrial advertising 
man of the year in 1952 by Indus- 
trial Marketing, GE’s anniversary 
theme and the theme of this insert 
“is a challenge to our customers to 
tell us ways in which we can serve 
them even better. It is up to us to 
meet the challenge with ingenuity, 
extra effort and teamwork.” 


| 


SELLING AUTOMOBILES ? 


SIOUX FALLS, 
SOUTH DAKOTA 


Metropolitan Area Ranks 


4th in the U. S. in 
AUTOMOTIVE SALES 


per family! 


Choose the on/y medium that gives you 
Dominant Coverage of this prosperous market. 


Ar Dakota's leading daily newspaper 


SIOUX 
FALLS Arg 
Represented by 


us Leader 


GILMAN, NICOLL & RUTHMAN 


0 ENGRAVINGS 
160 E. Winois Street 
Telephone: 


For your information ay 


cat 


(and use) we show 
above the name and 
address of one of 
America’s finest 
engravers. . . color and 
black-and-white. 


and Associates 


ie and NIGHT 
BEE) Reel \\, Winois 


Delaware 7 “5\42 
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This Week in Washington... 


McGranery Fights ABC-UPT Merger 


By Stanley Cohen 
Washington Editor 
WASHINGTON, Jan. 15—Last min- 
ute busybodies are doing their 
best to delay FCC approval of the 
proposed merger of ABC and 

United Paramount Theaters. 
Nearly a year has passed since 


in this vital case—a case which 
will inevitably have a tremendous 
impact on the economic structure 
of the TV industry. Final argu- 
ments were held last week, and a 
decision approving the merger 
could come down at any time. 
But last week, Sen. 


of the interstate commerce com- 
mittee, ordered FCC to mark 
time. 


issues involved in the merger later 
this month. He claims Congress 
might decide to pass legislation to 
prevent motion picture firms from 
entrenching themselves in TV. 

Outgoing Attorney General 
James McGranery was another) 
Johnny-come-lately. During the 
hearings, FCC’s staff all but! 
begged his anti-trust division to 
come down and discuss Para- 
mount’s past anti-trust record, but 
the Justice Department turned a 
cold shoulder. 

This week, however, the At- 
torney General sent an unsolicited 
letter warning that the merger 
might lead to monopoly. 

His letter got the kind of answer 
it deserved. FCC’s reply pointed 
out that cases of this kind must be 
decided on the basis of the written 
record. An ex post facto communi- 
cation from the Attorney General 
can have no bearing on the result. 

° * ° 

Sen. Pat. McCarran (D., Nev.), 
ranking minority member of the 
judiciary committee, was the first 
to file a resolution calling for a 
‘comprehensive study of anti-trust 
laws. Since Mr. McCarran sees eye 
‘to eye with Republicans on issues 
of this kind, S. R. 14 could become 
the vehicle for the long-predicted 
“re-thinking” on this subject. 

Several bills have been intro- 
duced “to clarify the right of sellers 
to engage in competition by, in 
good faith, meeting the equally low 
price of a competitor.” It’s a sub- 
ject which has been before Con- 
gress since the famous cement case, 
when the Supreme Court outlawed 
| basing point price systems used 
‘by producers of many industrial 


‘products. 
| Legislation to “meet the com-| 
petitor’s price” slipped through | 


Congress two years ago but was | 
| killed by Presidential veto, after. 
“small business” groups com-| 
plained that the real effect would | 
be to gut the price discrimination 
lclauses of the 
| Act. 
+ . © 
Rep. Emanuel Celler (D., N. Y.), 
who spent much of the past two 
‘years investigating the continuing 


‘tion to enable Justice Department’s 
/anti- trust division to come to grips | 


. with foreign newsprint producers. | 


\“change” will not be measured for | 


tion from New York to Washing-| 
ton Tuesday, and outlines his pol- 
icies in an inaugural speech and 
a message to Congress. The real 


several weeks, however, when he 


will begin sending revised budget 


\estimates to Congress. 


FCC opened its marathon hearing | 


Charles | 
Tobey (R., N. H.), new chairman | 


s He will hold a hearing on the) 


| 


Robinson-Patman | 


Several times in the past, Justice | 


has called grand jury 


tions of newsprint price rigging. | 


But Canadian firms, which are 
major suppliers of newsprint used 


investiga- | 


| 
| 


by U. S. publishers, have refused | 


to produce their records. 


Mr. Celler’s bill (H. R. 391) re-_ 


quires that foreign corporations 
doing business in the U. S. register 
with the Secretary of State. The 
registration would enable U. S. of- 
ficials to seize business records 
which are needed for anti-trust 
investigations. 
* ” * 

Incoming President Dwight 

Eisenhower moves his administra- 


| 


"4 shortage of newsprint, has legisla- | 


Eisenhower administration mem- 


bers who have been participating | 


in the changeover are less optimis- 


tic about a $10 billion budget cut | 


than Republican 
leaders. They concede that re- 
budgeting will be a difficult job 
involving painful decisions about 
programs to be cut. 

First Republican budget re-esti- 
mates will probably be going to the 
Hill about April 1. 

> e * 


Congress is rapidly building up|} 
a backlog of Post Office business 
for itself. There are dozens of bills, 
ranging from proposals for a post 
office in Denver to such items as 


a bill “increasing the maximum | 


travel allowance for postal trans- 
portation clerks, 
transportation clerks and _ substi- 
/tute postal transportation clerks,” 
and another “to provide rates of 
pay for training periods of sub- 
stitute rural carriers.” 

Rep. Katherine St. George (R., 
N. Y.), who long ago conceded 
that Congress ought to let the ex- 
perts run the Post Office, has re- 
introduced legislation creating a 


postal rate board. and Rep. W.)! 


Sterling Cole (R., N. Y.) has a bill 
(H. R. 1238) to abolish free trans- 
portation of official 
mail. 

e 


When the budget cutting gets 
under way, marketing people will 
want to be sure the ax spares the 
$21,000,000 item forwarded to Con- 
gress by President Truman for 
censuses of business and manu- 
factures covering 1953. 


These studies, which are to be) 


made early next year, are the first 
simultaneous studies of production 
and distribution ever made. They 
occur under a time-table approved 
by Congress several years ago 
which specified that censuses of 
this type should be made every 
five years. 

They cannot be taken, however, 
if Congress withholds the neces- 
sary uppropriations. 

These benchmark studies should | 


be particularly interesting because | 


they will measure the postwar ex- 
pansion of the economy. Pre- 
viously, 


congressional | 


acting postal) 


government | 


a manufactures census | 


1953 


was made covering 1947, and a 
business census was made cover- 
‘ing 1948. 
rs * © 

In his final budget, President 
'Truman also provided money for 
‘Federal Trade Commission to de- 
termine the percentage of the con- 
sumer’s dollar that goes for mate- 
rials, labor and other manufac- 
turing and distribution costs. This 
one is likely to wither on the vine. 
_ The proposal for the “consumer 
dollar” investigation was hatched 
iby FTC last fall, and provoked con- 
siderable discussion. Much as they 
like statistics, business economists 
'feel this one is loaded with dyna- 
mite. They are reluctant to encour- 
‘age a prosecuting agency like FTC 


‘'to toy with the problem. 


Canadian Magazines Ad 
Bureau Names Catton Head 


David S. Catton has been named 
manager of the Magazine Adver- 
| tising Bureau of Canada. He has 
been manager of 
the Canadian 
Adequate Wiring 
Bureau for the 
past two years, a 
group promoting 
| better residential 
wiring in Canada 
for the electrical 
industry. 

Mr. Catton has 
been assistant 
mManagerand 
public relations 
director of the 


David S. Catton 
Canadian Paint, Varnish & Lac- 


quer Assn.; a writer-producer for 
Canadian Broadcasting Corp., and 
with the Vancouver, B. C., office 
of Cockfield, Brown & Co., agency. 


Signs Coast ‘Boston Blackie’ 


Pacific-Mercury TV, Los Ange- 
les, has signed to sponsor “The 
Boston Blackie Show,” half-hour 
television film series on stations in 
San Diego, San Francisco, Seattle, 
Portland, Spokane, Salt Lake City, 
Denver, Phoenix and Honolulu. 
The company has an option also 
on the program in all new TV 
markets that may open in the 
western states. The company’s ex- 
panded 1953 promotion plans call 
for space in Good Housekeeping 
and Sunset Magazine, and news- 
papers in major western markets. 


Y | Stodel Advertising Moves 


| Stodel Advertising Co., Los An- 
geles, has moved into larger quar- 
| ters at 5611 Melrose Ave. 


| SALES LETTERS 


Letters with “instantaneous appeal,” 
that beckon to be read, that impel 


and sell. One series 25 years old. 


“That ak Wott” Q 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


COOK ELECTRIC COMPANY > 


Stewart Die Casting Division 


MacFarland, Aveyard & Company 


333 NORTH MICHIGAN AVENUE, CHICAGO, 


An Advertising Agency 
serving the following chents, each among 


the leaders in tts field 


ALEMITE — Division Stewart-Warner 
BANKERS LIFE COMPANY + THE CELOTEX CORPORATION 


THE FORMFIT COMPANY * THE HALLICRAFTERS COMPANY 
MARTIN-SENOUR PAINTS * STANDARD KNITTING MILLS, INC. 
SKIL CORPORATION * STANDARD STEEL SPRING COMPANY 


STEWART-WARNER CORPORATION 


Auto Accessories, Marine Instruments 


UNITED WALLPAPER, INC. 


ILLINOIS 


DREWRYS LIMITED, U.S.A. INC. 


* South Wind Heater Division 
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Ford Officials Say 


They're Sure 


Fords Will Pass Competitors in ‘53 


(Continued from Page 1) 
reorganization began, the first ob- 
jective was to regain public prefer- 
ence, lost some years to Chevrolet. 

“In the past six years, Ford Mo- | 
tor Co. has revolutionized its prod- | 
ucts,” he explained. “We have re- 
designed, 


He says, confidently: “We know 
pretty well what we will build— 
always subject to change and im- 
provements. And many improve- 
ments will be made. 

“Our team is set and the plays 


2- have been learned. Now it de- 
restyled and re-engi-| pends on what happens outside, 


neered them. Today, no product beyond our control.” 


excels them. 

“Second, no company in the auto 
industry has as modern methods, 
machines and tools as Ford. 

“Third, we now have complete| 
financial control of our business 
from the standpoint of cost control 
and efficiency. 

“Fourth, we have expanded our 
facilities to take care of the larger 
share of the market which we be- 
lieve is rightfully ours.” 


a Mr. Breech frankly believes that 
in a free and competitive market 
Ford will zoom to the leadership 
of the industry. He shares with 
others in the company the firm be- 
lief that only government controls, 
strikes and restraints on produc- 
tion have kept Ford in second 
place. 

Mr. Breech has rather well- 
fixed plans through 1961, except 
for a new line of cars which is 
tentatively fixed through 1955. 


Ford’s saies and merchandising 


| organization has been revitalized 
| 


under Walker Williams, sales man- 
ager, who has instilled enthusiasm 
throughout his department that is 
the talk of the industry. 


= In preparing for the assault on 
Chevrolet, the Ford brass, includ- 
ing many high-price men lured 
away from General Motors and 
other companies, has transformed 
the company’s operations. It no 
longer has ships sailing the seven 
seas, vast rubber plantations in 
South America, tire manufactur- 
ing facilities, a railroad of its own, 
timberlands and sawmills, soy- 
bean oil mills or spotless little fac- 
tories in quiet rural towns. 

Instead, it has concentrated on 
the manufacture of automotive 
products, a productive capacity 
that commands respect of its com- 
petitors, an organization with a 
different spirit, and a system of 
economic controls that enables it 
to stand secure and challenging 
in the approaching competitive 
market. 


® Precise figures on the value of 
Ford Motor Co. are not made pub- 
lic as a matter of policy. Because 
the company is family controlled, 


and a large share of the common | 1948 
(non-voting) stock is held by the | y949 


charitable Ford Foundation, inti- 
mate financial details are not 
available. 


Four Clip Books of Ready-To-Use Art—hundreds j 
of art proofs—absolutely FREE if you'll just 
examine our new monthly art service. Saves | 
time and money, sparks layout and copy 

| ideas. Merely clip and paste up for offset or | 
line cuts, The $10 kit of spot art given FREE 
as an introductory Gor; eoauect yours on com- | 
oe J letterhead. ell inelude the current 

l ssue of our new art service (only 4.905 | 
month) on O-om approval, No obligation. 
Send no money. rite te . 


j HARRY VOLK JR. "ART STUDIO 
L 


600 Centrai Bidg., Atiantic City, N. J. 
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Company officials say there was 
|never a complete audit of the 
company in the days of Henry 


| Ford, founder. 


Indicative of Ford’s well-laid 
plans is its firm position toward 
the V-type engine, which has 


proved so successful that most of 
|the industry has followed Ford’s 


lead. 
Ford has consistently maintained 
a policy of providing the press 


‘with a full day-to-day picture of 


its developments. Its advertising 


| program, both product-wise and 


institutional, has been enthusiastic, 
informative and imaginative. - 


s Whether through a change of 


developing challenge or by its own 
determination, Chevrolet has 


even to concealing its ad program. 

This week, for example, Chevro- 
let division of General Motors re- 
fused to say much about the ad- 
vertising on its 1953 models. In 
the past it has even seemed to en- 
joy telling of its ad programs. 

William Fish, sales manager for 
Chevrolet, did say the company 
will again make its big pitch in 
newspapers. No less than 8,000 in- 
sertions were used in making the 
announcement of the 1953 model, 
and Chevrolet this year for the 
first time used magazines at an- 
nouncement time. 

Chevrolet has added less than a 
net gain of 20 dealers since the 
war. During the same period, Ford 
has completely overhauled its 
dealership organization, separat- 
ing from Lincoln-Mercury dealers 
in 1947. 

Comparative sales for Ford and 
Chevrolet in 1941 and the post- 
war years follows: 


FORD MOTOR CO. 


ADVERTISERS © AGE 


‘LIBEL 
SLANDER 
# HAZARD proves — it’s smart to 


are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy, Viola- 
tion of copyright. 
INSURE THIS HAZARD! 
Our unique policy is adequate and 
amazingly inexpensive. Experience 


NCIES e CLIENTS iUeeeeea ee 


AND RATES. 


EMPLOYERS 
REINSURANCE 


CORPORATION 


Insurance Fachange * 
Kansas City Mo. 


be protected. 


Year Autos Trucks 
ee 600,814 75,352 
ere 372,917 88,014 
. aaa 601,665 98,993 | 

re ter alles 549,077 159,775 
eee 841,170 165,403 
ae 1,187,122 234,229 
SE aly bp caze 900,770 317,252 
are 777,531 236,753 

CHEVROLET DIVISION 

Year Autos Trucks 
Ae 939,513 310,768 
ee 401,426 265,818 
are 717,533 313,796 

> aarr 797,486 368,186 
\. Pee 1,120,820  372,680— 
Reader 1,546,636 468,514 
re 1,118,096 426,115 
Se 877,948 332,148 


| NOTE: Years 1942-45 omitted because 
of no production of civilian cars during 
| war. 


policy inspired by Ford’s rapidly , 


tended to withdraw into a shell, | 


| 
| 
| 
| 
| 
| 
| 
| 
| 


Assn. (see story on Page 2) AA caught 


NEW YORK PUBLISHERS—At the winter convention of the New York State Publishers 


the group’s officers sitting down for a 


breather. Flanking President Louis G. Buisch, general manager of the Hornell Tribune, 


& Chronicle and Times-Union, and James 


are Paul Miller (left), v.p. of the group and publisher of the Rochester Democrat 


H. Righter, secretary-treasurer of the as- 
of the Buffalo Evening News. 


sociation and assistant b 


‘Summerfield Okayed 
by P. O. Committee 


WASHINGTON, Jan. 14—The Sen-. 
ate’s post office committee has in- | 
formally approved the appointment | 
‘of Arthur Summerfield as Post- 
‘master General, and cleared the 
way for Senate action immediately 
after the inauguration of Dwight 
D. Eisenhower next Tuesday. 

After a meeting with Mr. Sum- 
merfield, Sen. Frank Carlson (R., 
Kan.), chairman of the committee, | 
reported Mr. Summerfield has no 
financial interest in railroads, air- | 
lines or steamship lines which do 
business with the Post Office. 

The approval came at a har-| 
monious organization meeting of | 
the rebuilt committee. The 11-! 
man group includes two Republi- 
can holdovers in addition to Sen. | 
Carlson and four Democratic hold- | 
overs. There are three Republican 
“freshmen” and one new Democrat. 
' Republican members, in order of 
seniority, are: Carlson, James Duff 
(Pa.), William Jenner (lnd.), 
John Cooper (Ky.), Dwight Gris- 
wold (Neb.), and William Purtell 
(Conn.). Democrats are Olin 
Johnston (S. C.), Matthew Neely 


|(W. Va.), John Pastore (R. I.), 
Mike Monroney (Okla.), and Price 
Daniel (Tex.) 


|Banister Leaves Buy-Lines 


John W. (Dutch) Banister, Chi- 
cago manager of Buy-Lines by 
Nancy Sasser, will return to Los 
Angeles Feb. 1 as advertising sales 
representative with Kimball- 
Menne Co., publishers’ representa- 
tive. 


This drawing 
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~CRAFTINT DOUBLETONE! 


today for FREE pattern chart, 
examples of Doubletone art, 
and working sample kit! 


RICK... 


‘Mighty Metro’ 
Can Claim Title 
to Highest Rate 


(Continued from Page 1) 


clear them) available on a one- 
time basis for a nighttime hour at 
$60,000. A choice nighttime half- 
hour shot on these same stations 
would cost $36,000. 


# In actuality, regular sponsors, 
who are required to buy a basic 
group of about 30 stations, pay a 
good deal less than this per week, 
what with station hour discounts, 
annual discounts, etc. 4 

An hour one shot in the evening 
on NBC-TV’s full network of 71 
stations costs $57,425 and a half- 
hour $34,455. For series contracts, 
weekly or less frequently, dis- 
counts cut these figures consider- 
ably. 

A one-time hour spot buy of 
Class A time at night, using one 
station in each of the 64 pre-freeze 
TV markets, would cost an adver- 
tiser $45,000 as of Sept. 1, 1952. 
For 30 minutes, the price was $26,- 
920. These figures have gone up 
somewhat due to station increases 
in the last quarter of the year. The 
addition of new stations would also 
add to the total cost. 


® The gross hourly rate for a one- 
time, nighttime buy on CBS Radio 
is $27,783; for a half-hour the fig- 
ure is $16,676. But the dollar vol- 
ume discount offered—27.5% in 
the case of a buy that size—would 
bring the prices down to $20,142 
for an hour and $12,090 for 30 
minutes. Of course, if the adver- 
tiser who bought the special one 
shot was already a CBS sponsor, 


| he could qualify for an even big- 


ger discount. 

Comparable figures for NBC's 
radio network: gross—$26,110 for 
an hour and $15,731 for half-hour; 
with discount—$15,796 and $9,910, 
respectively. 

Most network radio users are 


/not one-time buyers and pile up big 


It's the magic-like drawing paper that 
contains TWO separate shading 
tones invisibly processed into the 
paper itself! Tones appear the 
instant Craftint developing liquid | 
is applied with pen or brush! Achieve 
effects that cannot be obtained 

by any other method! Thrifty... 
because halftone effects reproduce 


line work! Write 


FTINT MFG. COMPANY 


discounts by contracting for 13 
weeks or more of time. An adver- 
tise: who buys a 52-week series of 
CBS Radio can get the time for 
$14.169 (hour) and $8,838 (half- 
hour) a week. 


. « » you are 
looking for 


NATIONAL 
DISTRIBUTION! 


if you are a manufacturer, distributor, or ad 
agency man... it will pay you tw get all 
the facts about quick, low cost getiona) dis- 
tribution produced by e direct-to-comsumer 
sales method 


| The services of our experienced mer 


chandising 
staff are available at no cost or obligation to 
you. . . for initial planning, product 
market analysis, copy assistance and follow 
through. Learn about this old and proven plan 
that can start thousands of sales-wise men and 
women working for you in 48 states... af 
their own expense. rite now to 


OPPORTUNITY MAGAZINE 
Dept. A154, 28 E. Jackson Bivd., Chicago 4, Il. 
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NBC Merges Radio 


and TV in Chicago 


Cuicaco, Jan. 15—Carrying out 
its program of radio-television in- 
tegration, the National Broadcast- 
ing Co. today unified the staffs of 
WNBQ and WMAQ, its owned- 
and-operated stations in Chicago. 

The move underscored the net- 
work’s new approach of selling ra- 
dio as a complementary medium 
with television. On the top level 
in New York, NBC already has 
combined radio and television op- 
erations. 

Today’s action makes Jules Her- 
buveaux, formerly director of TV 
operations, assistant general man- 
ager of both stations, reporting to 
Harry C. Kopf, v.p. and general 
manager. 


#8 The radio and TV program de- 
partments will be merged under 
George Heinemann, who is pro- 
moted from WNBQ program man- 
ager to director of programs. 
Homer Heck, program manager of 
the radio station, WMAQ, becomes 
manager of the consolidated radio 
and TV production staffs. 

John Whalley, formerly control- 
ler, is promoted to director of 
operations. Reporting to him will 
be Howard G. Luttgens, manager 
of technical operations; Leonard 
Anderson, manager of production 
and building services, and Thomas 
H. Compere, legal counsel. John 
Wehrheim, formerly assistant con- 
troller, moves up to the control- 
ler’s post. 


® John McParilin will continue as 
WNBQ sales manager and Rudi 
Neubauer as WMAQ sales man- 
ager, both reporting to the v.p. and 
general manager. Also reporting to 
Mr. Kopf will be John Keyes, 
manager of advertising, promotion 
and merchandising, and Chet 
Campbell, manager of the press 
department. 


NARTB’s TV Code 
Board Asks Review 


of TV Commercials 


WASHINGTON, Jan. 16—The TV 
code review board of the National 
Assn. of Radio & Television Broad- 
casters climaxed a two-day meet- 
ing here by adopting a resolution 
calling for review of the handling 
of TV commercials. 

At present the TV code fixes the 
amount of commercial time allow- 
able in specific program segments. 
In asking for a review the board 
said that the control of TV com- 
mercials is more complex than 


controlling radio commercials. 
“In radio it is comparatively 


Last Minute News Flashes 


GE Slates Toaster and Mixer Promotion 


_ New York, Jan. 16—General Electric Co. is readying promotion for 
its new triple-whip mixer and automatic toaster. The mixer will be 
launched with a four-color spread in The Saturday Evening Post, 
April 18, and half-pages and pages, in color, will run in Ladies’ Home 
Journal and Successful Farming. For the new toaster, which boasts an 
“extra-high toast lift’ for such things as waffles and English muffins, 
advertising begins with a four-color spread in an April issue of Life 
followed up through the year with color advertiing in Collier’s, Farm 
Journal, Life, Look and Pathfinder. Young & Rubicam is the agency. 


Hall Takes McGraw-Hill Circulation Post 


New York, Jan. 16—Edgar V. Hall, formerly with Macfadden Pub- = 
lications, has been appointed a circulation manager of McGraw-Hill == 
Publishing Co. to handle Textile World, Coal Age, Engineering &| => 


Mining Journal and Metal & Mineral Markets. 


Katz Joins Lamb & Keen; Other Late News 


PHILADELPHIA, Jan. 16—Kirby Katz, formerly associate creative di- 
rector for W. Earl Bothwell Co., has joined Lamb & Keen in a creative 
and executive capacity. 


e Wade G. McCargo, head of H. V. Baldwin & Co., Richmond, Va., de- 
partment store, has been elected president of the National Retail Dry 
Goods Assn. He succeeds George Hansen, president of Chandler & Co., 
Boston. 


e Harvey Orkin has been named national sales manager of Lewal 
Industries, New York manufacturer of Instant Dip silver cleaner. He 
formerly was a West Coast manufacturer’s representative. 


e Rate increases have upped the cost of a b&w page in the British 
edition of Reader’s Digest from $1,245 to $1,500, effective with the 
April issue. The circulation guarantee is advanced from 700,000 to 
850,000. The Iberian (Spanish) edition b&w page is also up from $150 
to $180, effective with the June issue. Circulation guarantee has gone 
from 70,000 to 90,000. 


e Emmental Cheese Corp. has appointed J. M. Mathes Inc., New York, 
to handle advertising for the introduction of Swissette, a Gruyere proc- 
essed cheese. Plans are now being made on a sectional basis for dis- 
tribution and promotion. The company is a branch of Emmental Ltd., 
Zollikofen, Switzerland. 


e Robert W. Burgess of Pelham, N. Y., has been named Director of 
the Census by President-elect Eisenhower. Mr. Burgess is an expert 
on statistics and statistical methodology. He recently retired after 29 
years as economist and actuary for Western Electric Co. He also was 
business and economic consultant for the New York law firm of Root, 
Ballantine, Harlan, Busbey & Palmer. At present he is serving as chair- 
man of the business research advisory committee of the Bureau of 
Labor Statistics. 


e Robert A. Farquharson, formerly editor of Saturday Night, Toronto, 
has been appointed information director of the North Atlantic Treaty 
Organization. He will take up residence in Paris in early February. 


e The Toni division of Gillette Co., Chicago, has named Joseph T. 
Lewis brand supervisor, in charge of all phases of advertising and 
merchandising, for all Toni home permanent products. Mr. Lewis, 
formerly president of Norwich Pharmacal Co., joined Toni in 1948 
as merchandise manager and for the past two years has been brand 
manager for Prom. 


e T. S. Matthews, Time editor, will leave for London in February to! 


survey the market for a possible Time-in-Britain edition. 


e KTTS-TV, Springfield, Mo., which will go on the air about March 
15, has appointed Weed Television, New York, as its representative. 


197th TV Permit 
Okayed by FCC 


WasuINcTON, Jan. 15—The Fed-| Other TV permits last week: 
eral Communications Commission) 4 y.h.f. channel in Pittsburgh to 
authorized 11 more TV stations to- | Agnes J. Reeves Greer. 


day, for a total of 197 since the} 4 w.h.f. channel in Atlantic City 


and UHF Television Co., Dallas. 


@ Last week FCC granted the first 
post-freeze channel in Chicago to 
WHFC Inc., operator of AM and 
FM stations. This is a u.h.f. chan- 


nel, the first granted for Chicago. | 


simple to count and time the voic-| lifting of the construction freeze 
ing of words and phrases descrip- | last July. With the pre-freeze sta-| 
tive of an advertiser's product,” tions, the commission has granted 
the board said. ‘an over-all total of 305. All but) 
11 are commercial stations. 
s “Television, through its new and  Today’s grants included the first | 
novel techniques, makes this dif- ‘stations in the states of Montana 
ficult, and, in addition, through | and North Dakota. About 140 com- 
the audio presentation of words munities have TV stations or per- 
and phrases descriptive of an ad- mits, including every state except 


vertiser’s product.” 

In the course of its meeting, the 
board met with Sen. Charles Tobey 
(R., N.H.), new chairman of the 
Senate interstate commerce com- 
mittee, who. praised TV, but said 
that the board should pay more 
attention “to the tendency toward 
too much advertising.” 

The study of advertising prac- 
tices will be handled by Edward 
Bronson, NARTB director of TV 
code affairs, and Thad Brown, 
counsel to the TV code review 
board. 


Baker Joins Selvage, Lee 


William R. “Bill” Baker, for- 
merly General Foods press rela- 
tions manager, has joined Selvage, 
Lee & Chase, New York public re- 
lations counsel. 


‘New Hampshire, Vermont and 
Wyoming. 


@ Today’s grants 
stations for St. Louis, Dallas 
and Louisville, also a commercial 
u.h.f. station for the University of 
Missouri, at Columbia, Mo. 

The grants were: 

Rudman-Hayutin Television Co., 
Billings, Mont.; Copper Broadcast- 
ing Co., Butte; Buttrey Broadcast 
Inc., Great Falls, Mont.; WDAY 
Inc., Fargo; Salinas-Monterey Tel- 
evision Co., Salinas, Cal.; Idaho 


Broadcasting & Television Co.,' 


Boise; Robert W. Rounsaville, 
Louisville; Southern Minnesota 
Broadcasting Co., Rochester, 
Minn.; Curators of the University 
of Missouri, Columbia, Mo.,; 


Broadcast House Inc., St. Louis, 


included u.h.f. 


to Matta Enterprises. 
A v.h.f. channel in Springfield, 
Mo., to Springfield Television Inc. 


A v.h.f. channel in Hutchinson, | 


Kan., to Hutchinson TV. 
A u.h.f. channel in Stockton, 
Cal., to San Joaquin Telecasters. 
Two u.h.f. channels in Houston 


to UHF Television Co. and KNUZ | 


Television Co. 


A u.h.f. channel in Madison, 


_Wis., to Monona Broadcasting Co. 


One non-commercial u.h.f. chan- 
nel in Ithaca, N. Y., to the Univer- 
sity of the State of New York (the 
seventh channel for the state), 
and one commercial u.h.f. grant in 
Ithaca to Cornell University. 


RUPERT LUCAS 

NEw YorK, Jan. 15—Rupert Lu- 
cas, sales manager of Barry & 
Enright Productions, producer of 
the television show, “Wisdom of 
the Ages,” died Tuesday night of 
a heart attack in the DuMont stu- 
dios a few minutes before the show 


, went on the air. 


Before joining the producing or- 
ganization, Mr. Lucas had been 
with Young & Rubicam and Amer- 
ican Broadcasting Co. 


5 


How to determine the J ser’of a Parker SI Pen 


SEXY PEN—Parker 
paign, which started this week, features the 


Pen Co.’s new cam- 


“51” point which, says Parker, adjusts 

automatically to the sex and writing char- 

acteristics of its owner. J. Walter Thompson 
Co., Chicago, is the Parker agency. 


Y&R Adds Several 
Execs; Nat Wolff 
to Succeed Meade 


NEw York, Jan. 15—The person- 
nel department at Young & Rubi- 
cam has been quite busy these last 
few weeks. Three new additions to 
the agency’s contact department 
were announced today. 

They are Aldis P. Butler, for- 
merly with Ruthrauff & Ryan and 
a v.p. at Doherty, Clifford & Shen- 
field; John M. Goodwillie, previ- 
ously with Batten, Barton, Dur- 
stine & Osborn and Alexander 
Smith Inc., and W. Donald McNeill, 
with McCann-Erickson for the last 
seven years in both domestic and 
international contact work. 

On Monday, Y&R announced 
retirement of Everard W. Meade, 
v.p. and director of the radio-TV 
department, from the agency busi- 
ness. Assistant to the president of 
American Tobacco Co. before join- 
ing Y&R, Mr. Meade is returning 
to his home in Charlesville, Va., to 
write for television and lecture on 
radio and TV writing and produc- 
ing. 

Nat Wolff, with the agency since 
| December, 1951, as v.p. in charge 
of radio and television production, 
succeeds Mr. Meade. 


|@ Earlier, the agency named A.V. 
|B. Geoghegan, v.p. in charge of 
media relations, as co-chairman of 
| the plans board along with execu- 
| tive v.p. Louis N. Brockway. 

This appointment is also due to 
retirement, that of C. L. Whittier, 


,v.p. and plans board chairman, 
|who now makes his home in 
| Maine. 


| Last week (AA, Jan. 12), the 
agency elevated three v.p.s, Frank 
| Fagan, Harry Harding and William 
H. Howard, to the newly created 
posts of senior v.p.s. In line with 
the agency’s growth, each of these 
three will have executive responsi- 
bility for a specific group of Y&R 
/ accounts. 


‘@ Other executive appointments 
at Y&R within the last month in- 
clude Jack W. Smock, who be- 
comes manager of the Los Ange- 
\les office about March 1, when 
former manager E. E. Smith re- 
turns to New York. Mr. Smock 
| was formerly v.p. and director of 
Foote, Cone & Belding in Los An- 
geles. 

At year-end, Peter G. Levathes, 
head of television and sales man- 
ager for Movietone, a 20th Cen- 
tury-Fox subsidiary, joined the 
agency as a special assignment 
v.p., reporting to Mr. Geoghegan. 


Druckman Joins Atlantic 


Bert M. Druckman, formerly an 
account executive with Aljon 
Service, New York, has been ap- 
pointed sales manager of the spe- 
cialty division of Atlantic Playing 
Card Co., New York. 


Convention Woes 
Hit New York as 
Palace Is Leased 


New York, Jan. 16—After Oc- 
_tober there will be no more ex- 
hibitions in New York’s famous 
Grand Central Palace, one of the 
_most active exhibition halls in the 
‘country since 1911. On Nov. 1 the 
/federal Bureau of Internal Reve- 


_|nue (whose offices are now scat- 
¢|tered throughout the five bor- 
oughs) will take over all four ex- 


hibit floors of the Palace for of- 
fice space. 

Hotel men, restaurant managers, 
department stores and business ex- 
ecutives generally have done 
everything possible to prevent the 
move, to no avail. The city of New 
York plans to build a big coliseum 
in the Columbus Circle area, but 
it is still in the planning stage and 
probably will not be ready until 
1956. Because of this “competi- 
tion,” the management of Grand 
Central Palace decided to get its 
big building occupied permanently. 


= The New York Convention & 
Visitors Bureau, a private organi- 
zation supported by hotels, restau- 
rants and merchants, and headed 
by Bernard F. Gimbel, head of 
Gimbel Bros. department store, 
has already leased Kingsbridge 
Armory at Kingsbridge Rd. and 
Jerome Ave. in the Bronx for ex- 
hibitions. 

It has 180,000 sq. ft. of floor 
space (about 5,000 more than the 
Palace), all on one floor level. Two 
big shows have already been 
booked: National Hotel Exposition 
in November, and Institute of Ra- 
dio Engineers in March, ’54. 


® In addition, the bureau is work- 
ing on securing leases for other 
armories, for city piers and large 
garages. While the Kingsbridge 
Armory is the largest floor space 
available, it is quite a distance 
fron the center of the city. 

New York holds about 700 ex- 
hibitions annually, and convention 
delegates are estimated to spend 
$60,000,000 here while attending 
meetings. To house even half of 
these shows will be a major task, 
the bureau concedes, but it be- 
lieves it can be done. 


CALEB COFFIN 


New York, Jan. 16—Caleb Cof- 
fin, 44, advertising manager and 
director of public relations for 
E. R. Squibb & Sons, manufactur- 
ing chemist, died yesterday at his 
home. 

Born in Englewood, N.J., he 
was graduated from Princeton 
University in 1931. He began his 
business career with John Price 
Jones Corp., fund raising organi- 
zation. He left in 1942 to enlist in 
the Army Air Force. From '43 to 
’45 he was in England charged 
with organizing and editing a re- 
port on the accomplishments of 
air power in the defeat of Ger- 
many. He received the Legion of 
Merit and the Bronze Star and left 
the Army as a lieutenant colonel. 

He joined the Squibb organiza- 
tion following the war, and shortly 
afterward was made advertising 
manager and placed in charge of 
|the company’s public relations 
|program. From 1952 until his 
|death he was coordinator of the 
blood donor program of the Ad- 
vertising Council. 


/CHARLES S. ABELL 
WASHINGTON, Jan. 15—Charles S. 
' Abell, 76, a former director and a 
grandson of the founder of Bal- 
timore Sun, died at his home here 
early yesterday of a heart attack. 
Mr. Abell started working for 
the Sunpapers in 1894, and later 
became v.p. of the organization. In 
1911 he left Baltimore for Norfolk, 
Va., where he bought the Land- 
mark, which shortly afterward 
was merged with Virginian-Pilot. 
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Independent Retailers Should Hike 


Newspaper, Radio 


(Continued from Page 3) 
12 to 14%.” He said that chains, 
on the other hand, “may have to 
struggle to beat or even make their 
figures in 1953.” 

Mr. Hess based this estimate on 
“the flexibility of our operations, 
the unlimited ceiling on our capa- 
city for sales, and the fact that we 
are in closer contact with our cus- 
tomers in our own home trading 
areas.” 

As for the additional ad money, 


IT’S IN THE BAG 
whan you use tos in your 
tions. rveys prove 
people prefer them. Pictorial 
| mogs. ond newspapers reach | 


ai top circ of 
Bi them. SINGLE PRINTS | or 
oA teoney-cnvin gue 


EYE*CATCHERS 
207 E. 37th St., N.Y. bar 


‘Philadelphia market research or- 


Ad Budgets: Hess 


he said the independents could find | 
it “because they are more able to) 
control the expenditures of their 
operations.” Chains, however, “are 
confronted with the ever-growing 
problem of shrinking net profits 
over which they have little or no 
control.” 

Pointing out that the 1,600,000 
independent merchants in the U.S. 
account for about 80% of all retail 
sales, Mr. Hess said that increased 
advertising, especially in news- 
papers, “can raise this figure an- 
other 5% in 1953.” 


®# Downtown department stores 
should take a page from gasoline 
service stations if they want to 
save downtown business, A. J. 
Wood, president of A. J. Wood Co., 


The Men Who Move the Goods 
are $24 a-year Subscribers 


to TRAFFIC WORLD 


66: have been reading Traffic World each week 
since 1917 because it keeps me closely 
in touch with what goes on currently 


in transportation. Each week's 


read by 26 other men in my department. 99 


90%,. Circulation is ABC, 


That's typical of Traffic World's complete coverage of the 
industrial traffic manager's market. As a typical subscriber, Mr. 
Mackrell directs the transportation for many National Gypsum 
roducts involving 34 plants and some 15,000 dealers. He has 
boas National Gypsum's Director of Transportation since 1925. 
His shipping interest concerns all modes of transportation. 


Such typical readership means advertising effectiveness in Traffic 
World. Subscription price is $24 a year. Renewal percentage is 


and supplies advertising for shipping, transporting and handling 


freight, little wonder Traffic World is the dominant medium. 
Detailed facts gladly supplied. 


Published Weekly Since 1907 


c 22 W. Madison St., Chicago 2, lil. 
<4 253 Broadway 821 Market St. 
> New York 7, N. Y. San Francisco 3, Calif. 


Robert F. Mackrell 


Director of Transportation 
National Gypsum Company 
Buffalo, New York 


issue is 


For freight transportation, equipment 


|a smile,” he told retailers from all 


Is it the final copy, layout 


and art? Is it the final proof sub- 
mitted for okay? Or is it the thousands | 
or millions of printed impressions for 


which the advertiser pays? We say it is the 


latter, and this is why we take great pains to make 
photoengravings, adapted to each publication, that will 


produce fine finished advertisements. 


COLLINS, MILLER & HUTCHINGS, INC. 
207 NORTH MICHIGAN AVENUE + 


CHICAGO 1 


ganization, told the NRDGA meet-! 


ing. 

“Just as the gasoline station at-. 
tendant wipes your windshield, 
checks your battery, and so on, you 
‘Sales clerks must be trained to 
‘service your customers from 
bumper to bumper and do it with 


over the nation. 

Mr. Wood spoke on “Revitaliz- 
ing Downtown Business,” and 
warned that if retail sales people 
do not learn to “give free air and 
free water,” downtown business 
will suffer. 

Not only that, even while they 
are performing such services, re- 
tail sales people “should be trying 
to sell oil, batteries, tires, and all 
the accessories available at your 
department store service center.” 


® Job training in the service sta- 
tion manner is the responsibility of 
store management, he said. Too 
many sales people in department 
stores perform their jobs in a 
mechanical fashion. The blame is 
on those who do the training, not 
the employes, he added. 

Department store sales help must 
be better trained in their approach 
and they must learn suggestive 
selling, the speaker said. And they 
must be taught to know their mer- 
chandise so they can sell it rather 
than merely dispense it. One way 
to do this is to relieve sales help 
of clerical duties. 

Mr. Wood warned that sales 
training should not stop after the 
employe is started on the floor. 
It should be part of a continuous 
program, like advertising. 


s Another help to cure the down- 
town business enigma is to coordi- 
nate promotions among all stores 
in a downtown area. 

“In suburban shopping centers 
there is coordination,” he said. “In 
sharp contrast, the downtown dis- 
trict is characterized by lack of 
coordination, by cut-throat compe- 
tition and by dissension. Store 
management should discard pres- 
ent provincial attitudes.” 

He recommended that a commit- 
tee consisting of members of the 
major competing stores in a down- 
town area be appointed to do 
things jointly, such as surveying 
customers carefully to find out 
what influences them and how 
their wants can be catered to. 

Where such cooperative projects | 
have been undertaken, money has | 
been saved by all, he added. 


= The market research specialist | 
warned that store management 
should not make any hysterical 


moves towards suburban branches | 
without having the proper infor-| 
mation on hand. 

“The success of branch opera- 
tions in suburban areas has led | 
many to the conclusion that this is | 
the only future for department 
store retailing,” he stated, “and 
that downtown business is dead.” 

Don’t discount downtown busi- 


Advertising Age, January 19, 


1953 


ae 


MORE FOR NEWSPAPERS—This happy group is smiling over a new nine-city news- 
paper campaign scheduled for Marlboro cigarets (Philip Morris & Co.). Left to right 
are Bruce Robinson, tobacco group supervisor for the Bureau of Advertising, Ameri- 
can Newspaper Publishers Assn.; Harold S. Barnes, BofA director; David Lyon, 
account executive, Cecil & Presbrey, the Marlboro agency; Robert L. Moore, BofA 
eastern sales manager, and Harry Parnas, media director of Cecil & Presbrey. 


ness, he pointed out, despite the 
growth of suburban areas. It is 
still far easier for the bulk of new 
suburbanites to shop downtown 


than in the suburbs. Unless man- | 
agement methods are brought up) 


to date, this business will be com- 
pletely lost. 


out of ten who walk into a down- 
town store buy something on that 
trip. 


American Kitchens 
Hikes Budget 20% 


CONNERSVILLE, IND., Jan. 14— 


American Kitchens Division of. 


Avco Mfg. Corp. will expand its 
national and trade advertising this 
year with a budget increase of 
20%. 

However, major emphasis dur- 
ing the 1953 program will be de- 
voted to an expanded cooperative 
advertising program, A. M. Brun- 
inga, advertising and sales promo- | 
tion manager, said. 

Local advertising is expected to) 


utilize a wide range of media, in- 


roach will appear in the follow- 
ing publications: 

American Home, Better Homes & 
Gardens, Good Housekeeping, 
Home Owners Catalogs, House 
Beautiful, House Beautiful Main- 
tenance Building Manual, House & 


| Garden, House & Garden Book of 

Over the years, he said, the con-| 
version of shoppers into buyers has | 
not increased. Half the people in 
our urban areas go downtown less | 
than once a month, and only six. 


Building, Living for Young Home- 
makers, Parents’ Magazine and 
Small Homes Guide. 


# A trade publication drive has 
started with page ads in Retailing 
Daily and two-color pages in Do- 
mestic Engineering, Electrical 
Dealer, Electrical Merchaidising, 
Flooring and Plumbing & Heating 


| Business. 


| 


Other trade advertising will ap- 
pear in American Builder, Ameri- 
can Lumberman and_ Building 
Products Merchandiser, Building 
Supply News, Domestic Engineer- 
ing Catalog Directory, Hardware 
Age Catalog, House & Home, 
NAHB Correlator, National Real 
Estate and Building Journal, 
Practical Builder, Sweet’s Files 
}and Thomas’ Register. 


Ruthrauff & Ryan is the agency. 


Joins Ingalls-Miniter Co. 


Frederick M. Ford, previously 
with the First Naval District Pub- 


cluding newspapers, radio, televi-  }ic Relations Unit, has been named 
sion, outdoor posters, telephone di- | an account executive with Ingalls- 


rectories, movie trailers, 
demonstration tools and point of 
sale material. 

Nationally, 


four-color pages | 


special | Miniter Co., Boston agency. 


| Caples Co. Moves 
Caples Co., New York, has 


featuring a “Look! Compare!” ap-| moved to 295 Madison Ave. 


WHAT'S THE SURE WAY 
OF PUTTING OVER 
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PICTURES ? 


ADVERTISING Comic BOOKS / 
WE ALSO FOUND OUT THEY BEST TELL / COMPLETE PRODUCTION 
SALES TRAINING AND { OUR “SPECIAL STORY” TO CONSUMERS. , 


RIGHT’ AND FOR THE 


OF COPY, ART AND 
PRINTING WE USE 
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W.Y.C. 36,N.Y. 
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37 Advertisers Are Represente 
* in the First Issue of 


WhatDo  _~—C 
Admen Buy? 


Advertising 
Requirements! 


Advertising Requirements, the new and different advertising journal, keyed 


‘to the information needs and buying responsibilities of 20,000 executives con- 


cerned with production, promotion and merchandising, is off to a flying start! 


The initial issue, dated February, is now on the press, and copies are available 


to companies interested in promoting their products and services to the $3 billion 


market represented by the requirements of advertisers and agencies in such 


fields as: 


Typography and Layout, Art and Photography, Paper, Photoengraving and 


Platemaking, Printing and Binding, Window and Store Displays, Signs and 


Identification Materials, Premiums, Prizes and Specialties, Radio and TV 


Production, Direct Advertising, Sampling and Couponing, Shows and Exhibits, 


Labeling and Packaging, Audio and Visual Aids, and Professional Services. 


Eighty-seven advertisers are represented in these classifications, with a total 


of nearly 40 pages of space—a remarkable showing for the initial issue of this 


magazine, soon to be the most powerful promotion service in the great field 


which it is serving so comprehensively. 


Send for a copy of the February issue now! 


ADVERTISERS REPRESENTED IN THE FEBRUARY ISSUE OF ADVERTISING REQUIREMENTS 


Acme Gravure Services, Inc. 
Acrolite-International 
Ad Color-Photo Corp. 
Neale Advertising Associates 
Advertising Typographers 
Association of America, Inc. 
American Type Founders, Inc. 
Jaap-Orr Company 
Harry Baird Corporation 
The Vanden Company, Inc. 
Bolden & Company 
Jessop Advertising Company 
Arthur Brown & Brothers 
Friend, Reiss, McGlone Advertising 
Bundscho, Inc., J. M. 
Cleveland Shopping News Press 
Fuller & Smith & Ross, Inc. 
Collins, Miller & Hutchings, Inc. 
Reincke, Meyer & Finn, Inc. 
Consolidated Lithographing Corp. 
The Wesley Associotes 
Di d Match Company 
Benton & Bowles, Inc. 
Dis-Play-Well, Inc. 
Rick Marrus Associates 
Reuben H. Donnelley Corporation 
Fulton, Morrissey Company 
Walter Drey, Inc. 


Durable Rubber Products Company 
McGiveran-Child Company 
Filmotype Corporation 
The Schram Compony 
General Binding Corporation 
Robertson & Buckley, Inc. 
General Exhibits & Displays, Inc. 
Perrin-Paus Company 
General Outdoor Advertising Co. 
McCanr.-Frickson, Inc. 
Gibraltar Corrugated Paper Co., inc. 
Hoyland-Lewis, Inc 
Goodren Products Corporation 
DuFine-Kaufman, Inc. 
Grantham Graphics 
W. C. Hamilton & Sons, Inc. 
Gray & Rogers 
Harris-Tuchman Productions 
Graham & Gillies Ltd. 
Hausman Mfg. & Sales Co. 
James Henderson Advertising 
Inland Lithograph Company 
The Vanden Company, Inc. 
Intaglio Service Corporation 
International Color Gravure, Inc. 
Jahn & Ollier Engraving Company 
George H. Hartman Company 
Kaufman Mat & Stereotype Co. 
King Typographic Service Corporation 
Street & Finney, Inc. 


Published by the publishers of 
ADVERTISING AGE and INDUSTRIAL MARKETING 


Qua 


Kling Studios, Inc. 
H. M. Gross Compony 
Lanston Monotype Machine Co. 
Ecoff & James, Inc. 
The Letter Shop 
J. T. McGarry, Photographer 
W. S. Roberts, Inc. 
Thomas F. McGrath & Associates 
The Caples Company 
John Maher Printing Company 
Robertson & Buckley, Inc. 
Mardor Reproductions 
Marquette Paper Corp 
Mayer Manufacturing Corporation 
Joshua Meier Company 
Edward Hamburger Advertising Co. 
Merit Displays 
Richard Lewis Advertising 
Meyercord Company 
Harry Schneiderman, Inc 
Abe Mitchell 
Monarch Matrix & Stereotype Co. 
Monsen-Chicago 
Robertson & Buckley, Inc 
Multi-Ad Services, Inc. 
Mace Advertising Agency, !nc 
Thomas B. Noble Associates 


James R. Flanagan Advertising Agency 
Northwestern Photo Engraving Co. 
Leo P. Bott, Jr 


Oak Rubber Company 
Brown Advertising Agency 
Oberly & Newell 
J. B. Roberts, Inc. 
Paim, Fechteler & Company 
DuFine-Kaufman, Inc. 
Partridge & Anderson Company 
Pioneer Rubber Company 
Carr Liggett Advertising Ageacy 
Poole Brothers Inc. 
Port Studios 
Harry F. Port Advertising 
Projectograph Corp. 
Vernon S. Weiler, Advertising 
Radio Corporation of America 
Ross Roy, Inc. 
R.C.A. Custom Record Sales 
Rapid Copy Service, Inc. 
Reilly Electrotype Company 
Fletcher D. Richards, Inc 
Rogers Engraving Company 
Runkel-Thompson-Kovats, Inc. 
Jerry Bryant Advertising 
Wm. F. Rupert 
Sales Tools, Inc. 
Geo. F. Koehnte, Inc. 
Sander Engraving Company 
The Schram Company 


Sarra, Inc. 
Paris & Peart 
Whitt Northmore Schultz 
Service Bindery 
Bozell & Jacobs, Inc. 
Sickles Photo-Reporting Service 
Sparky Specialties 
Sales-Aide Service 
Spotswood Specialty Co. 
Superior Displays, Inc. 
Harry Paul & Associates 
Texlite, Inc. 
Laughlin. Wilson-Baxter & Persons 
Carl V. Torrey 
Transcolor Corporation 
Universal Loose Leaf Mfg. Co. 
Harry Volk, Jr., Art Studios 
Horry Volk, Jr., Advertising 
4. P. Walk 
Harry Schneiderman, Inc. 
S. D. Warren Co. 
Batten, Barton, Durstine & Osborn, Inc. 
Warwick Typographers, Inc. 
The Biddle Company 
Weinman Brothers, Inc. 
Sander Rodkin Advertising Agency, Lid. 
Western Newspaper Union 
Zipprodt, Inc. 
Burlingame-Grossman Advertising 


Advertising 


Requirement 


801 SECOND AVE. 
NEW YORK 17 
MU 6-8180 


SIMPSON-REILLY, LTD. 
1709 W. EIGHTH ST. 
LOS ANGELES 17 

DU 8-1179 


SIMPSON-REILLY, LTD. 
703 MARKET ST. 
SAN FRANCISCO 4 
DO 2-4994 


ti 


200 E. ILLINOIS STREET 
CHICAGO 11, ILLINOIS 
DE 7-1352 
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America is 


off its rocker... 


Time was when chairs such as 
this played host to millions of 
Americans during most of their 
leisure hours. Perhaps you re- 
member why: 

Our work week was 60 hours 
l-o-n-g. At home, too, there was 
lots of work—stoking the fur- 
nace, beating rugs, scrubbing 
clothes on a washboard—to re- 
call a few of the chores that 
made sitting a pleasure. 

In recent years, particularly 
in the last seven, there has been 
a big change. Millions now enjoy 
billions of extra leisure hours 
each week. Today Americans are 
off their rockers—visiting and 
entertaining friends, pursuing 
sports and hobbies, cooking over 
the outdoor grill and, as never 
before, traveling. 

This changing pattern, this 


enjoyment of ‘everyday holiday 
living” at home and away ex- 
plains Holiday’s incredible suc- 
cess. It’s the only magazine 
which completely reflects the 
big change from cover to cover. 
Thus it’s the magazine read by 
the leaders in this new way of 
living. 

Each month these leaders in 
“everyday holiday living,’’ more 
than 860,000 active families, 
consult Holiday for new ways to 
spend leisure time... for new 
places, new pleasures. This 
explains why advertisers have 
so much enthusiasm for Holiday 
that it now leads all general 
monthly magazines (as classified 
by P.I.B.) in both linage and 
revenue. 

Yes, it explains why Holiday 
has rocked the advertising world. 


HOLIDAY MAGAZINE 


... its readers are leaders 
of the big change in American living! 
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